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Type FBX-Enclosed Cutout. Capacity: 2 to 
24 circuits. Use: Residential and small com- 
mercial installations where no switch control 











is required 


Type LNT1P-Panelboard. Capacity: 4 to #2 
circuits. Use: Any installation where switch 


control of circuits at panel is preferred 


Type NR3G-Panelboard. Capacity: 4 to 32 
circuits. Use: Any installation where only 






local control of outlets is required, and 


larger size gutters are needed 





















Installation in plant of The Blanton Company, 


There are many places where one or more of the com- 
makers of ‘‘ Creamo Margarin, St. Louis 


. Dennison-Loepker Electric Company plete range of 


St. Louis, Electrical Contractors, a 
| for LIGHTING and APPLIANCE 


| use, will fill the bill exactly—meeting the approval of the architect, 
the contractor and the owner. Priced for quick turnover, they 
are profitable items for the wholesaler. 





Fuse Type Branch Circuit 





€ Panelboards are dead front safety type, built of standardized 
molded sections. They are available with either fuse only, or 
switch and fuse branch circuits. Because of the improved type 
of non-tamperable fuses, with greater time-lag characteristics, which 
hold on momentary overload, but blow on short circuit or sustained 
overload, maximum protection—at moderate cost—is obtained. These 
safety-type panelboards, with cabinets, for flush or surface mount- 
ing, may be had with from 4 to 42 circuits. Boxes have ample 
knockouts in top and bottom, and ample gutter space for wiring. 
Adjustable supports permit an outward adjustment of 34” for 
plumbing the panel, if the box is installed out of alignment. Fronts 
are attractively finished in pearl gray lacquer. 


Prompt S , e Shipment ts expedited when 
* standardized materials are 


used, as in the @ Panelboards illustrated. Why not stock 











the complete line — and be prepared? ... Write today 
for complete catalog information... Frank Adam 
Electric Company, ... St. Louis, Mo. 
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TIMES 





and TRENDS 





SEPTEMBER 


ih 0 - 
Lig ting In this issue we present The Second 
National Lighting Show In Print. 

Last vear 


inspiring 


we staged our first show in the hope of 
more continuous and enthusiastic sales effort 
in behalf of lamps and lighting equipment. That first 
lighting show issue scored somewhat of a new “high” 
lor reader imterest and net results. 
This vear our lighting show-in-print is substantially 
more complete, and its editorial “exhibits” represent not 
merely a lirds-eye view of today’s lighting market and 
sales trends but they supply comprehensive treatment 
of how the sales opportunities in the various segments of 
the market may be explored more successfully. 

We bespeak for this show-in-print the most careful 
attention of our readers, because lighting constitutes 
the one universal and most effective bridge to more and 
bigger orders; not merely orders for lamps and lighting 
equipment for conduit, cable, switches and all kinds 


of other electrical supplies. 


€ 
Bombers Et Al From the current issue of Avi- 


ation we gather that aircraft producers have a backlog 
of orders, totaling over Seven Billion Dollars. This is 
said to cover approximately 65,000 planes of all types. 
It is also predicted that this backlog total may soar to 
Ten Billion Dollars before current deliveries can begin 
to offset new orders. 

Our reason for quoting these figures’ Those air- 
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craft orders were booked by only 30 or 40 prime con 
tractors but they result in sub contracts and secondary 
supplies and accessories orders that will benefit hun 
dreds of factories. Approximately 3 of the States have 
such parts plants and there are few territories that will 
miss getting at least some extra business indirectly 
through those aircraft bookings. 


> 


© 


— 
New Priorities Board tie President has 
just announced the new Supply Priorities and Alloca 
tions Board. Its primary purpose is said to be, to speed 
up production of arms. Civilian needs are placed in 
charge of the “Division of Civilian Supply”. 

We hope that this new board will succeed in gaining 
its prime objective and yet will give serious considera- 
tion to the civilian needs of the country. 

Hundreds of manufacturers are facing curtailment ot 
operations and even complete shutdowns, due to short- 
ages of materials that are being produced continuously 
and of which all the plants engaged in defense work can 
only consume a portion. 

Proper allocation would insure not only maximum 
defense production but would keep the wheels turning in 
most of our non-defense industries, thereby avoiding 
untold hardships, unemployment, economic collapse of 
some entire communities and financial disaster for many 
manufacturers. 

It is hoped that the new set-up will result in more 
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effective protection of civilian industries from starva- 
tion or complete extinction and, thus avoid the inevi- 
table effect on our national economy that this would 
have. 


© 


Installment Selling On September 1, 1941 


new Federal Regulations of installment selling went 
into effect. These cover all installment sales in values 
up to and including $1,000. 

Contracts covering household appliances must ter- 
minate within 18 months. Payments of not less than 
$5 per month are required. On most appliances the 
down payment must represent 20 percent of the estab 
lished retail price after trade-in or other allowances have 
been deducted. On water heaters, heating units, home 
air conditioning and attic fans only 15 percent need be 
paid down. 

Every wholesaler and salesman should obtain com 
plete instructions from manufacturer, bank or financing 
company. The order, issued by the Federal Reserve 
Soard is known as “Regulation W” and covers 23 pages 
of details. 


* 


Building Recorded building permits reported trom 
2,120 cities throughout the United States indicated that 
residential building continues to boom while permits for 
non-residential remain at record levels. 

For the first seven months of 1941 permits for new 
residential construction topped 1940 totals by 26.3 
percent and non-residentials scored a 44.4 percent gain. 
while permits for additions, alterations and repairs were 
7.7 percent higher. 

Such increases in permits are bound to bring corre 
sponding boosts in demand for those electrical materials 
that the wholesaler stocks. 


¢ 


Random Records inpressive tigures were r 
leased just in time for this issue. Our own Electrical 
Wholesaler’s Business Index for July 1941 climbed to 
a new record for both sales and inventory increases. 
lectrical manufacturers, in the first half of 1941, 
hooked orders valued at $1,135,000,000, which is within 
$300 million of the total bookings for 1940, and that 
year set a new all-time high. 

Reports from the National Industrial Conference 
Board show that the index covering new orders booked 
by all kinds of manufacturers are continuing to sky 
rocket. Based on the 1935-39 average, it jumped to 
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268 in July or 168 percent above that 1935-39 average 
and it is still climbing. Values of unfilled orders are 
245 percent higher than they were a year ago and orders 
are still piling in. 

Independent retailers scored a 24 percent increase 
in July sales over 1940 totals and for the first seven 
months they are 19 percent ahead of 1940. 


© 


Distribution of Wealth tes too early to ten 


what these fabulous “Fighting Forties” will eventually 
produce in the way of changes. Most of us remembet 
that those “Roaring Twenties” built up a record break 
ing boom that was followed by a most heart-breaking 
depression. Some blamed that collapse on “too great 
concentration of wealth,” 

If there is anything in that theory, we are today in 
less danger of suffering from concentration of wealth, 
than at any time in our history. Indeed, it is comfort 
ing to note that our leading corporations have this year 
a lot more owners than they had in 1929. Fifty-two 
companies have now over 5,000,000 stockholders com- 
pared with only 3,000,000 in 1929. That 67 percent in 
crease certainly spreads the gravy over a lot more 
territory. 


* 


e - 
Warning lhe Kederal Trade Commission has 
issued another “cease and desist” order against a group 
of wholesalers. This time a candy and tobacco jobbers 
association 1s involved. 

The commission found that with 30 “regular” and 
125 “associate” members, the association and its mem 
bers had “cooperatively coerced jobbers, wholesalers, 
manufacturers and suppliers to refrain from sell 
ing their competitors direct or on the same terms and 
conditions as they sell to member respondents.” 

That is just the most recent of a number of such 
orders, directed at groups of wholesalers. The moral 


is: Don’t try to use improper practices as a crutch. 


EDITOR 








At Corpus Christi... 
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Performite Galvanized Loxsteel Parkway Cable 



















U. S. Navy Official Photo 





P-2 Trainers (Night Flight) Ready to Take Off 


283,000 Feet of Hazard | 


Built to rigid U. S. Navy specifications 


Armored Cable Light the Way JC-121 and JC-106A, these cables also 
: comply with the necessary require- 
for Eagles and Fledglings ments of the Civil Aeronautics Au- 


thority for airport lighting cables. 
In the electrical distribution This outstanding installation at the 


~ neers 


system at the new Naval Air Station in Corpus Christi airfield follows a long 
Corpus Christi, Texas, over a quarter succession of prominent airport light- 
of a million feet of Hazard Loxsteel ing jobs from coast-to-coast in which 


Armored cables carry the power for Hazard has been privileged to supply 
boundary lighting, flood-lights, build- the cables. 


ings, hangars and shops. Full information on the many Hazard 


electrical cables for airport, airway and 
other power and light purposes is yours 
for the asking. Without obligation, 
Hazard engineers will gladly assist you 
in recommending proper cable designs 
for any electrical application. 





HAZARD INSULATED WIRE WORKS 
DIVISION OF THE OKONITE COMPANY 
Works: Wilkes-Barre, Pennsylvania 
Offices in Principal Cities 


WwW HAZARD 


AIRPORT LIGHTING CABLES 
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JURCE These monthly reports covering the business acti- 
ities of electrical wholesalers throughout the United States 
re collected and compiled by The Bureau of the Census and 
ie Bureau of Foreign and Domestic Commerce of the U. S. 
Jepartment of Commerce, and underwritten in part by W HOLE- 
ALER’S SALESMAN—A McGraw-Hill Publication. 
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Business Index 
For the Month of July 1941 


SALES Compilations of reports of 355. electrical 
wholesalers from throughout the United States indicate 
that sales during July 1941 were only 1.1 percent higher 
than those of the previous month but exceeded totals 
of the corresponding month of last year by 68.4 per- 
cent, the highest increase scored by any month since 
1937, when compilation of this type of report began 

While the gain over last year seems imposing, it 
must be remembered that in July 1940 business had 
not yet begun to register the impact of the defense 
program, and was proceeding at more or less normal 
summer pace. The same thing holding true for August 
1940, it is quite likely that either the July 1941 gain 
here reported or the August 1941 figures (published 
next month) as compared with the same month of 
1940, may mark the highest of the upward swing and 
that thereafer performance records will show less spec- 
tacular increases over the same month of the previous 
year. This because from then on figures for every 
succeeding month will meet comparisons with monthly 
sales totals that, to an increasing degree, benefited from 
Defense production activities which began to gain 
momentum in the fall of 1940. In the light of the 
above, it is, therefore, more important at this time to 
note that July 1941 sales continued at approximately 
the same high level of the previous month. 


INVENTORIES Here the figures are decidedly encour- 
aging and stand in direct contradiction to widely held 
opinion that wholesalers’ stocks are fast dwindling. 

With 306 firms supplying reports, July 1941 inven- 
tories, figured at cost value, were 4.9 percent above 
those of the previous month and totalled 41.1 percent 
more than those of the same month of 1940. Since 
for the four previous months, June, May, April and 
March inventory figures showed gains of around 30 
percent over the same month of the previous year, the 
July score of 41.1 percent 1s significant. 


COLLECTIONS Reports from 324 firms show $44,584.,- 


000 in accounts receivable on July 1, 1941 being only 
.05 percent more than those of June 1, 1941, but their 
total was 51 percent above that of July 1, 1940. July 
collections figured against accounts receivable results in 
a collection percentage of 78 as compared with 79 for 
June 1941. Average age of accounts receivable was 
3845 days in July, compared with 38 days for June. 
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The first consideration of all Americans to-day 


must be, ‘‘Is it for defense?’’— whose defense? All of us! 

The demand on the wire and cable industry has been 
beyond any man’s expectancy, not only for Army and Navy 
materiel but also for the unprecedented expansion of vital indus- 
tries and their necessary housing programs. 

Day and night General Cable facilities are running at top 
speed—eight great factories across the country turning out elec- 
trical wires and cables exclusively—in a terrific effort to satisfy 
the demands made upon us. The precedence with which these 
orders are filled is regulated by priorities—and we ask you to re- 
member that our purchases too are regulated by priorities. Practi- 
cally all major raw materials we constantly need are furnished on 
preference classifications. 

x «© * 


We are all in the same boat and must together make sure the electrical 
industry does its part in the gigantic industrial contribution this country 


must make to preserve all Democracy stands for. 


The General Cable Sales Offices are a nearby source of sales 
assistance: Atlanta, Boston, Buffalo, Chicago, Cincinnati, 
Cleveland, Dallas, Detroit, Houston, Kansas City (Mo.), 
Los Angeles, NewYork, Philadelphia, Pittsburgh, Rome(N.Y.), 
Washington (D.C.) 


St. Louis, San Francisco, Seattle, 
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REGIONAL ANALYSIS JULY, 1941 


‘ALES figures show that the spottiness of regional 
ners ig which drew comment in immediately Figures in this table apply to regions as 
preceding months, has continued through July. outlined and numbered on map above 
Particularly, it appears as if in some territories 





wholesalers in recent months have been doing  busi- 








ness on a feast-or-famine basis with a month of extra SALES INVENTORIES 
hii lls seats Mabie Gaia Meee JULY, 1941 JULY, 1941 
ugh sales gains being regularly followed by a month Compared in “7, with Trading | Compared in “¢ with 
when sales compared with the previous month show a Region 
most drastic decline. June July (See Map) June | July 
1941 1940 1941 1940 
Best performer in that respect 1s explosive region 6, : . 
(Maryland and Dist. of Columbia). This for several 106.0 194.0 1 102.4 139.5 
months doubled its sales compared with last year, then 117.9 179.1 2 101.7 160.4 
in May dropped slightly behind the previous months, 102.9 169.2 3 107.1 158.9 
but in June again scored a good gain, (26.9 over May ) 89.8 164.6 4 94.6 120.4 
and topped June 1940 by 131.8 percent, but in July 193.9 shop . bp abe 
its sales were only 86.9 percent of it les and oom ~—— . Addsiga — 
S Sdl@s ‘Te © Oo 4 to | S > Sales ¢ 
ae oe ee ee 96.0 155.3 7 104.1 158.6 
compared with July 1940, sales were only 60 percent 945 1346 8 108.7 152.0 
greater, against an average increase of 68.4 percent 1109 185.5 9 97.1 120.3 
lor this nation, 103.1 177.6 10 92.8 115.2 
Mid-western regions 9, 10 and 11 appear to be getting 105.0 199.7 11 110.3 142.3 
better-than-average increases in sales, while inventories 96.9 147.8 12 110.8 148.8 
are holding steady, as totals do not reflect correspond 89.6 162.7 13 110.0 130.9 
ing depletions. 99.7 136.1 14 103.5 121.0 
1 : 1 141.1 
\ll except a few regions recorded very high sales wee pena ¥e _ y 
Liasoinpenaa , ait vi ith | 100 " Pay — 96.8 178.1 16 109.3 190.6 
‘ases, Compare r 1940, 3 » for 
‘ . compared with July , and while tor June 1109 1875 17 978 195.1 
194] only nine regions were able to better their sales 1965 179.7 18 95.7 1188 
of the previous month, there were in July twelve 93.5 161.6 19 102.7 151.6 
regions in which sales exceeded those of June. 94.6 150.3 20 111.7 122.8 
The substantial gain in inventories, shown in the 105.9 173.2 21 109.0 99.2 
national figure, is reflected in most of the regional 116.6 206.3 22 99.5 133.2 
totals. All but 5 regions showed for July considerably f 
higher totals of inventory than a vear ago: all but & re- “1 
ae HP ORY Pes a 101.1 168.4 |U.S.A.| 104.9 141.1 
gions made gains compared with the previous month. 
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Your contractor-dealer cus- 
tomers no longer buy fluorescent “hit or miss.”’ They don’t 
want “headaches.” They know better — and buy Day-Brite! 
Then, they are sure of product quality and no “come-backs.”’ 


When you sell Day-Brite, you know that all through the 
complete line there is no compromise with quality. You 
know that Day-Brite Fixtures are engineered, designed, and 
built to back you up. You know that Day-Brite helps you 
help your contractor-dealers by furnishing — at no cost — 
a complete engineering layout service. You know that all 
this lightens the weight of your sales load . . . In short, 
you know that when you sell Day-Brite you take the “head- 
aches” out of fluorescent! 








Many Sales Possibilities in 
These Three Day-Brite Fixtures 





The DAY-LUME...A completely shielded fixture with 
smooth plastic side panels and molded plastic ends combined 
as a unit to produce a glare-free'flood of illumination. The 
ultimate in beauty, efficiency and wide-application range. 


The KINGSWAY... Accractiv ely styled, with smooth, 
graceful, fluted-glass enclosure and die cast ends. Blends 
well with all modern architectural treatments. Suitable 
for installations where recessed lighting is not practical, 


The TWO-FORTY & SUPER TWO-HUNDRED 
These industrial lighting fixtures provide glare-free illumi- 
nation that wipes out dark shadows — eliminates eye 
fatigue — reduces costly errors and speeds up efficiency. 


Consult Your Local Day-Brite Engineering 
Representative ... Or, Write Day-Brite 


NATIONALLY DISTRIBUTED THROUGH ALL LEADING ELECTRICAL SUPPLY HOUSES 
A TLC E STEED III RRR, A RR a EE SS. 
ERE e 
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* TODAY'S 


has been called the backbone of 
electrical wholesaling and it 1s 


easy to see why this 1s so when one 


considers these two particular ad- 

vantages: THE ¥ : 
(1) Lamps are universally used 
by business, in the home, on the : 


streets, and 
(2) Lamps are renewable. 
ay 


\side from these implications, 


the lamp business is a very consider- 

able chunk of dollars just on the face 
of it. In 1940 the total large lamp an 

in the United States was 


yuSINEeSss 
$68,472,000. 


The major customers for large 


lamps are: homes, streets, indus- 


trials, commercials, schools, theaters, 
signs, transportation, floodlighting. 
This vast market 1s reached by a 


group of outlets almost as varied as 
the market itself. For the home and 
: small business fields, these outlets 
are: electrical dealers, hardware 


stores, grocery stores, drug stores, 








variety stores, department stores, 





automotive merchandisers. 

Larger commercial and industrial 
consumers buy from wholesalers 
selling lamps at quantity discounts 
to their trade. 

The types of outlets have changed 


A 


ational 


LIGHTING SHOW 


IN PRINT 


with the constantly changing mar- 





ket. For example, up to not so 
many years ago, electrical stores 
and hardware dealers accounted for 
most of the lamps sold Today 


grocery and drug stores are con- 





sidered important outlets 


Let’s Look at the Figures 





\ review of some major factors 





in the lamp and lighting field (ex- 
cluding fluorescent lamps, which we 


will consider separately) will help 
to a the overall picture. : By (). Fred. Rost 
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For instance, the following figures 
will prove not only that the market 1,100 
absorbs a steadily growing volume Eight Years of Lighting Progress in U.S. 
of lamps (and of course that means 1,000 
lighting equipment) but also that 
lamp buyers have become increas- 
ingly conscious of the need for 900 = 
better lighting, and will buy quickly 
the new and improved types as they 800 
are made available. : Silvered bow! lamps--- 
. 5 
It will be observed also that the 8 
; S 700 
trend is not merely toward higher- £ 
wattage lamps but also toward + 
specialty lamps for particular appli- & 600 
cations. o 
oO. 
Fluorescent Enters the Picture 500 4 | / 
a 7 Large incandescent Three-way , 
lo look at the sales of fluorescent CM —— ny ae 
. . . . “wmber in mill 
lamps since their introduction three 400 .* = 
years ago would show that in num- 150-1500 watt / 
a oe 2 , all part of the lamps ‘ 
bers they are just a small part of the 
total lamp business when compared 300 — f . 
° ° ° ° : — 
with the first line in the chart to the ieee 
. . . - a ——_ 
right, which shows unit sales oi 200 --— 7° 
large lamps and other types. 
Wholesaler’s Salesman, Sept. 1941 
100 
1933 1935 1937 1939 1940 
NOTE: Chart based on figures supplied by the US. Bureau of the Census 
TOTAL U. Ss. SALES— and by General Electric -Nela Park 











FLUORESCENT LAMPS 


(in millions) 


1938 2 oes a | . 
1939 1.6 Sut it is hardly fair to look at the The answer to that is two-fold: 
1940 7.1 picture only in this way. Fluorescent (1) In dollar volume, fluorescent 

| 19. . ‘ o ore: - om : Me ; 
194 0 est.) lamps must be a great deal more lamps will be about 25 percent of 


manutac- 








While these sales totals indicate 
the rapid growth of this new light, 
the 19 million fluorescent lamps that 
will be sold this year are only 3 per- 
cent of the total number of large 
lamps. 


important than that, or 
turers would not be so intensely 
active in selling them or in planning 
steadily larger slices of their pro- 
promoting 


motional budgets for 


them. 


the total. 

(2) The curve of sales in fluo- 
rescent lamps is rising so fast that 
it is difficult to make accurate pre- 
dictions of what fluorescent lamp 
sales will be in 1942. In 1941, for 





THE TREND 


IS TOWARD FLUORESCENT “FORTIES” 
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During the 
first 6 months 
the 40 watt size 
made further gains, 
took about 55% of all sales 


oo o- 





























The 6,8 The new 
- re yond 100 po oa 
sizes too la e 
a small slice in for 2% 










of sales of the sales 
oe ae 
Sales of 15, 20 and 30 watt 
sizes dropped off to 
approximately 12, 22 
and 6 % of total, 

respectively 
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TO-DAY’S TRENDS IN LAMPS 
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Million ilion 
600 600 
500 500 
400 400 
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200 200 
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NOTE: Figures on incandescent lamp sales from General Electric, Neka Park. forecast of fluorescent sales by Hygradle-Sy/lvania. 











example, the sales will be at least 
two and a half times the 1940 figure. 

In other words, fluorescent light- 
ing has become the sparkling beauty, 
the magnet, the cynosure of the 
lamp business. Fluorescent lighting 
is what the public talks about and 
wants. 


Changes in the Uses of Fluorescent 
Lamps 

When fluorescent lamps first 
were introduced in 1938, it was 
thought by many, that their primary 
held of use would be in decorative 
applications because of the efficient 
manner in which they produced 
colored light. Before that c meeption 
had a chance to take root it was dis- 
covered that fluorescent lamps were 
much more useful in producing 
light for seeing, and it has been in 
this field that they have received 


their biggest impetus. A comparison 
of 1939 and 1940 will illustrate : 





FLUORESCENT LAMP SALES 
PERCENT BY COLOR 


1939 1940 
3500° White 28% 55% 
Daylight 60% 41% 
All colors 12% 4% 


This table illustrates another 
trend in the sale of fluorescent lamps 
that is interesting. When fluorescent 
lamps were first used for general 
illumination, the big story was, “At 
last, light of daylight quality.” It 
was soon learned that many people 
did not like the cool, bluish light of 
daylight lamps, but preferred some- 
thing warmer, more nearly like the 
light of tungsten-filament lamps. So 
the percentage sale of daylight lamps 
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has decreased while the sale of 3500° 
white has increased. Another reason 
for the increasing popularity of 


3500° white lamps is the fact that 


they are about 20 percent more 
efficient in light production than 
daylight lamps. 


Wattage Trends 

The trend of fluorescent lighting 
toward broader usages in general 
lighting is also reflected in compara- 
tive sales of the various sizes of 
fluorescent lamps, as shown by the 
accompanying panel of 3 “pie” 
charts. 

It will be noted that the 40-watt 
lamp, which at present is considered 
the most efficient of the various sizes 
as a producer of light, now accounts 
for more bulb sales than all other 
sizes put together. During the first 
full year of fluorescent lamp sales, 


27 








1939, it 
eighth the 


accounted for only one- 


total sales. 
Selling via 


Better Illumination 


Fluorescent Lamps 


Without a doubt, the fluorescent 
lamp’s greatest contribution to the 
lighting that it 
has set in motion a tremendous up 


industry has been 


surge of new interest in lighting 


in 
market and thus 


among potential buyers every 


conceivable 
has made it easier to promote 


[Initial expense here is a greater fac- 
tor than it is in business applica- 


tions, so naturally this field moves 
slower with fluorescent than with 
other types of lighting. And _al- 


though costs are coming down grad- 


ually, it may be some time before 
fluorescent is widely used in the 
majority of homes, 


Despite all this rapid progress, we 
have only just begun to exploit the 


to see the possibilities of fluorescet 
and dis- 
In these applications 


lamps in showcase, niche, 
play lighting. 
the shorter lamps will get the big 
play. 
he increasingly important for local- 


These smaller sizes will also 
ized uses on business machines and 
machine tools in industrial plants 


Other Factors in the Lamp Business 


Factors other than _ fluoresce 


that 
effects on the lamp business 


are exerting definit: 





in- 
effi- 


better lighting 


Its 


and 
stallations. 


new 
greater 











ciency, choice of color values, 4 ew 
and tubular shape have so VAN colors/ 4 7% 
intrigued the public that in- UY, N2% 4 
terest in, and inquiries about, 
lighting have flooded the in- 
dustry as was never the case 3,500° 
before. White 
In fact this interest has 28% 55% 
been so continuous that even 
today, 3 years after its intro- 


duction, fluorescent lighting 

being bought as much as 
it is being sold. The inquiries 
have given lighting salesmen 


a beautiful opening to tell the 





FLUORESCENT COLOR TREND 























include the light conditioning 
program. For man- 
ufacturers of home adapters, 
silvered bowl equipment, and 
I.E.S. 


fe Tr 


instance, 


preparing 
fall 
had. 


has 


lamps are 
the 
have 


one of biggest 


seasons they ever 


The 


SU) 


defense emergency 


cramped production oO: 
appliances of all types and 
kinds that utilities and job- 
bers are turning to light con- 
ditioning as a means of build 
ing volume and keeping their 
sales forces active. 

hitting 


They have been 


Drying lamps are 
their stride. 
the market enough 
for their value in particular 
applications to be 
ingly 


on long 
convine- 
demonstrated. Drying 
lamps are also booming be- 
they many 
cases, make possible straight 
line and 
greatly increased speed of the 


cause can, in 


product finishing 








story of better lighting and 

to talk in terms of higher in- 

tensities, such as fifty foot 

candles and up—a story we SS 
have not been able to use be- \ « 
fore, with actual long-term a ed 
economy as part of the sales \N Salesman, J 
argument. The increasing KS Sept. 1941 SJ 
numbers of these high light 1940 
level installations is the best 

index to their actual value. 


Little need be said about the suc- 
cess of fluorescent lighting in indus 
trial fields (light for 
fields (light 
and the office field (light for seeing ) 


seeing ), com- 


mercial for selling ) 


as the records here published tell a 


most dramatic story. Fluorescent 


fixtures for use in the home are now 


heginning to appear on the market. 


ning 


duce 


possibilities of fluorescent lamps. 


There is the field of decorative light- 
ing which architects are just begin- 


to delve into, making use of 


the glowing colors of fluorescent 


lamps in countless ways—even using 
fluorescent 
lamps in the right balance to pro- 


light. We 


roomfuls of colored 


white haven't begun 





LIGHTING PROGRESS IN THE U. S. 


1933 
Large lamps sold (in millions) 339 
100 Watt (in % 1933) 100% 
Three-Lite (in % 1935) 
150-1500 Watt (in % 1933) 100% 
Silvered bowl (in % 1933) 100% 


1.E.S. lamps and 1.E.S. 

(Millions—cumulative) 
Pin-to-wall (Millions—cumulative) 
Adaptors (Thousands—cumulative} 


types 


28 


1935 1937 1939 1940 
412 500 540 590 
155%, 197% 207% 229% 
100% 319% 234% 745% 
141% 217% 246% 279% 
299%,  — 362°/ 726%  1068%, 
15 5 9 10.9 
1.2 30 5 | 71 
on 185 957 196! 


production — line 
important 
like these when management is first 


of all 


creasing output. 


two 
in 


very 
factors times 


concerned with ways of in- 


Reflector and projector spot and 
flood lamps are finding more and 
more applications in display light- 
ing, lighting, 


garden spotlighting, 


and protective lighting. 


A Well-Balanced Lighting Program 


Obviously the wholesaler’s sales- 
man who keeps in mind all factors 
involved in the lighting business 


If he will build 
on a foundation of selling the light- 
that the 

whether it fluorescent, 


will come out ahead. 


ing is best for customer, 


be incande- 
or a combination 
to 


the right-of-way with his customers 


scent, 
of 


or mercury, 


these, he will be sure enjoy 


on the larger slice of their business. 
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Foalunre 


FUTURLITER 


9 Here's the Fluoresceni Fixture 
that’s already proved itself to be 
the biggest thing in the busincss! 
It combines amazing light efficiency 
with utterly new, streamlined 
It opens up a brand new 
prospects for you—the 


beauty! 
group of 
men who have been waiting ‘for 
“the last 
You'll sailing right 
along on the sales you'll build with 
the GUTH FUTURLITER! 


word in Fluorescent’. 


find yourself 


PFC 
Plastic Diffuser 


Add beauty and comfort to Fiuores- 
cent Lighting. Snap GUTH PFC's on 
bare lamps to reduce surface bright- 
ness. 


‘LEADERS IN 


FUTURLITER is the new GUTH Surface Troffer 
(furnished with or without Egg Crate Louvres) 
which provides ‘“‘Tomorrow’s Lighting—TODAY! 
With Futurliter, you can sell prospects on the 
advantages of “Eye-to-the-Future’” Planning— 
offering them a permanent lighting system with 
a flexible foot-candle capacity—without expensive 
replacements and alterations! 


“Sye Lo Ute 


FLUOR 


eScENT PLANNING! 


Furturliter: T. M. Registered 


Beautifully designed and sc entifically engineered, 
the FUTURLITER provides a tremendous amount 
of quality illumination with comfort and coolness. 
The FUTURLITER may be mounted individually or 
in continuous runs; attached directly to ceiling or 
suspended—and requires only one wiring outlet 
per unit on entire run. 


Write for Full Details Today! 


2615 WASHINGTON 


LIGHTING 
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The EDWIN F. GUTH Company vf 


AVENUE, ST. LOUIS, MO. 
SINCE 


es EY 


oO 2: 





GENERAL ELECTRIC 
GOCE Yon 








1. PUBLIC PREFERENCE FOR G-8— When 2. MORE LIGHT AT LESS COST — Fol- 3. MAZDA RESEARCH IMPROVEMENTS — G-E 
you sell fluorescent lighting with lowing G-E’s policy of giving MAZDA F lamps carry all the prestige 
G-E MAZDA F lamps you are sim- the customer more and more and the development background of 
ly following public preference light for his money, G-E MAZDA MAZDA Research Laboratories. That 
‘or products that carry the famous F lamps have been steadily im- means that the very latest improve- 
mark of G-E quality. Over forty proved (as much as 40%) and ments coming from MAZDA research 
years of national advertising have reduced in price (as much as are immediately available in G-E 
made General Electric one of the 52%) since MAZDA Research MAZDA F lamps. . . another impor- 
world’s best known names, a name introduced the first practical tant a that makes these lamps 
that means research leadership. fluorescent lamp in 1938. easier to sell. 
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FLUORESCENT LIGHTING 


6 anvanimged/ 


OU’LL GET MORE fluorescent lighting business and 

find customers easier to sell when you handle G-E 

MAZDA F (fluorescent) lamps. That’s because Gen- 

eral Electric fluorescent lighting offers you all six of 
the selling advantages shown below. 


If you are selling G-E MAZDA F lamps, read about these six big advantages 
and ask yourself whether you are using all of them as profit points to make 


your selling more effective. 


If you are not selling G-E MAZDA F lamps, it will pay you to find out what 
profit possibilities these lamps have for you. For complete information, see 








4, BIG NATIONAL ADVERTISING — 
Thereare morethan 90,000,000 
ad impressions this year—in 





such leading magazines as the 5. wivt cuoice of mixtures —G.E. 
Saturday Evening Post, Collier's, does not make fixtures for MAZDA 
Time, Newsweek, and over 20 F lamps but cooperates with many 
other business publications. All fixture manufacturers. For best 
of them tell your customers of lighting service, we recommend 
the advantages G-E Fluorescent fixtures certified by Electrical 
lighting offers. That makes G-E Testing Laboratories, such as 
ZDA F lamps easier to sell. Fleur-O-Liers or RLM fixtures. 
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your nearest G-E Lamp Division office or write to General Electric Com- 
pany, Dept. 166-WS-I, Nela Park, Cleveland, Ohio. 


G-E MAZDA LAMPS 
GENERAL & ELECTRIC 





6. G-& ENGINEERING Service — Fluorescent 


produces remarkable wg results 
when it is properly installed. I F rosa sell 
G-E MAZDA F lamps, you can draw on 
all of the engineering resources and 
knowledge of General Electric to assure 
the best possible job for your customer. 
G-E lamp engineers both at Nela Park 
and in the field will work with you toward 
that end. 






ou Can't Build Bombers—Or 
ell Lighting Profitably —Without Tools 






By H. Freeman Barnes 








Modern lighting salesmanship, like a modern manufacturing plant, must 


tool up with the best equipment available for producing sales and profit 








HE tools of the old-time sales 

man were a catalogue and a 

flock of cigars, plus a good line 
of talk. But you can't sell that way 
today, in order to do a real job of 
it, any more than you can build a 
bomber with a hacksaw and a screw 
driver. 

Modern lighting sales, like mod- 
ern warfare, must be built on quite 
different tactics than those in vogue 
for instance during World War No. 
1. Yet there are many salesmen 
today working with no different 
tools from those the salesmen had 





twenty-five years ago. 
Selling lighting 
which means getting the order for 


fluorescent 


fixtures, tubes, wiring, etc..—is a 
matter of tooling up for production 
and profit, just as a manufacturing 
plant finds it necessary to do. Any- 
body can sell a lighting fixture, if 
he can get his price low enough and 
delivery quick enough. But you 
can't make a profit on this basis. 

makes the 
profit today is the one who sells 
lighting—what lighting will do for 
and insists on that busi- 


The salesman who 


a business 


Here's how to put 
“oomph” in a sales 
talk on lighting— 
the Light Meter, 
the Brightness 
Meter, the Visibil- 
ity Meter and the 
Selectometer. 
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ness putting in an 
installation. 


adequate 


To do that you simply can't do 
without tools—at least you can do it 
faster, easier, and more _ profitably 
if you use the selling tools at your 
disposal. One class of selling tools 
The oldest 
tool is the familiar Light Meter. The 
newest tool is the Selectometer. In 
between—and _ still quite new, be- 


in lighting is the meter. 


cause they haven't been used on a 
large scale—are the Visibility Me- 
ter and the Brightness Meter. 

Let’s start with the Light Meter 
or footcandle meter. It’s old to 
most of us and many of our cus- 
tomers have heard about it. And 
yet, no lighting sale, no matter how 
small, should ever be entered into 
without this meter playing its part. 
It's a meter which the customer can 
use. It’s a meter, like a thermom- 
eter, by which the customer can find 
out for himself how badly off he 
really is. The scale on the meter 
helps convince him on that point. 

The SELECTOMETER com- 
pletes the real sales punch of the 
LIGHT METER. The Light Me- 
ter tells the buyer what he has and 
indicates via the scale what he ought 
to have as a minimum. The Select- 
ometer—again an instrument oper- 
ated by the buyer—shows him just 
how much light his own eyes would 
like to have for a particular sales 
or manufacturing job. He makes 
the selection There is 
nothing concealed ; there is nothing 


himself. 











factory, let the manager 


and the 


In the office or 
handle it himself 





Selectometer 






any job where eyes are put to work, 








will do the 
when he finds that he needs 50 to 100 footcandles on almost 








or superintendent 
selling 


or better every time. 





ae we 


Put the Selectometer five feet away from any type of merchan- 
dise and let the customer pick the amount of light that he 
thinks makes it really “go to town.” 


| 
~~ 





He'll take 50 foot-candles 
(G.E. Photos) 









up your sleeve. 
hold of 
lefinite facts which he has decided 
ipon all by himself. 


He now has two very 
He knows how 
nuch light he has, and how much 
light 


tainly, any 


like to have. Cer- 
talk 


the picture and 


he would 


sales which puts 
the customer in 
makes him say, “Eureka, I've found 
it,” makes the sales job that much 
easier, that much more certain, and 
that much more profitable. 

Here's the way the Selectometer 
vorks. Inside the little black box 
Isa photoflood reflector lamp. In 
front of the lamp is an iris dia- 
phragm, controlled simply by a knob 
which closes the dia- 


opens and 


phragm. There is a scale measur- 
ing from zero to 175 footcandles. It 


shows the footcandles on a subject 


meter. 
the 


five feet away from the 


You let the customer operate 


meter—whether it’s on rugs, dra- 
peries, shelf goods, inside of coun- 


ler, suits, dress goods, office work. 
lathe 
For the first 


lrafting, bench work, work, 
Inspections, etc. etc. 
time, your customer finds how much 
light he have. 


the Visi- 


would like to 


The two other meters 


bility Meter and the Brightness 
Meter—are a little more compli- 
cated. They can be operated by the 


customer, but they are really more 
the specialized tools of the salesman 
who has studied up and might al- 
most qualify as a lighting engineer 


rather than those of the average 


lighting salesman. light 


Yet, any 
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salt, 
understand and use and make them 


ine salesman worth his can 
a very definite part of any sales. If 
they do nothing more than inspire 
confidence and respect in you as a 
in competition with the 
salesmen from another house—they 


salesman 


have accomplished their purpose. 
Phe Visibility Meter enables you 
to tell with rather extreme accuracy 
how much more light is needed for 
one particular eye task than for 
another—because it relates relative 
visibility and therefore relative ease 
ot seeing. It doesn't come into 
store solicitation so much as it does 
when selling the industrial plant, 
office or school —places where eves 
are put to work for long periods ot 
time. But it does a swell job of 
customer that just 
much light is 1@eded, 
the same rulé ‘te all 


and sundry eye tasks, is about as wn 


convincing a 
guessing how 
and applying 


scientific as a bachelor prescribing 
a diet for a three months’ old baby. 

The Meter is still 
more definitely the exelnsive tool of 
As lighting in- 
tensities go up, the importauce of 


Brightness 
the lighting expert, 


the brightness of walls and cethngs, 
etc., becomes of greater and,greater 
The Brightness Meter 
enables the expert to compate-ac- 
and 


inportance. 


tual relative brightness and 
translate that into terms of eye com 
Any one can learn to use this 


tool, but it is not a 


fort. 
“must” as are 
the other meters. 

When you send for a doctor, you 





expect him to come prepared with 
his various instruments to find out 
what is wrong and to prescribe what 
to do. Perhaps he really doesn't 
need these instruments, in a great 
many cases, but you, as a patient, 
feel more confident in his prescrip 
tion after he has taken your tem- 
perature, listened to your heart and 
lungs and analyzed your blood pres 
sure, ctc. 

The lighting salesman, as a rule, 
isn't called in to preseribe—but he 
has the job of convincing the pros 
pect that there is something wrong 
and what /ie needs is a_ prescrip 
tion. But, like the doctor's patient, 
the buyer of lighting always feels 
better if his confidence is high in the 
prescriber of lighting Building 
this confidence and thereby tending 
to hold the job against price-cutting 
competition, etc., requires the use of 
tools, tools that have been proven 
sticcesStuly yet which unfortunately 
woil t.dperate themselves. 

Like the doctor, the salesman has 
to Knowethe why and how of the 
tools and how to use them—and 
he can't become proficient in a day 

There aré quite a few modern-day 
salesmen these 
lighting ‘Sales tools make money for 


who are making 
There should be many, many 
Men 


job it is to build bombers insist on 


them. 


more, such salesmen. whose 
having the tools to build them right 
Likewise salesmen who are selling 
lighting should 
modern lighting sales tools 


insist on having 









































_=UNIFORM SEEING EFFICIENCY 
FOR ALL EMPLOYEES, AT ALL 
IMES, IN EVERY DEPARTMENT 


+ In every plant engaged in Defense production . .. on night shifts, on 
. day shifts, in every department . . . American workers must be given 
"ek keener eyes, to see faster, easier, with greater accuracy and less fatigue 

. to get the job done quicker, better and with less waste of man- 
power and materials. 


BETTER LIGHTING IS THE ANSWER 


The basis of such Better Lighting is MORE LIGHT. Employees engaged 
in Defense production need from 35 to 75 footcandles of light for good 
j seeing and sustained production effort. Even these high levels are less 
4 than workers near windows usually receive on clear summer days. 


However, Better Lighting also involves providing light of the RIGHT 
KIND—the light must be evenly distributed over the working surface; 
must be soft and diffused to minimize reflected glare; and the lamps must 
be adequately shielded to protect the eyes of the worker from direct glare. 


To provide such Better Lighting, most economically and. efficiently, 
there is a complete range of Benjamin Lighting Units designed for use 


cs \ : . . 
. wit. with Fluorescent, Incandescent or Mercury Vapor Lamps. There are 
( \ WF og many types of construction designed to meet the service conditions 
gor co™ 


“ OE a under which the lighting system must function. Special equipment is 

wit pieP™ goc? , wer A available for the lighting of high bays and locations with explosive 

ae Co at cs \ gases or dust and those exposed to dampness and vapors. Detailed 

peso” sor cot ge om Poi \ descriptions and specifications of these units are shown in the Benjamin 

Rn a ae ad Se \ Catalog, recognized as the standard handbook of industrial lighting and 
we © wo" cot a \ lighting equipment. 

‘ cs © og oo® P \ Durability of lighting equipment to assure continuous operation and 

. a, » gait os sustained efficiency is another essential to Better Industrial Lighting. 

rr eg nh .¥ go? cp To meet this essential requirement, Benjamin Units are built with an 

Yr aa rer cpt o* ge Pr extra safety factor of strength. The rigid standards and specifications to 

a ae a ae which Benjamin Units are built can be evaluated through examination 

\ pr ps EW s ce < ia 5 and laboratory test. Moreover, Benjamin Units are backed by forty years 

oo ac ae of experience and a forty year reputation for making industrial lighting 


so 6 
eo we . aK equipment that is “built-like-a-battleship.” Benjamin Electric Mfg. Co., 
Dept. GG, Des Plaines, Illinois. 


A ge 
s , ys | be 


WORLD LEADER IN INDUSTRIAL 


LIGHTING EQUIPMENT 


DISTRIBUTED EXCLUSIVELY THROUGH ELECTRICAL WHOLESALERS 


EE 


L 
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TO SPEED UP PRODUCTION AND IMPROVE PRECISION 
WITH BETTER LIGHTING, SPECIFY BENJAMIN 











New Benjamin “Lite-Line’’ System (left) provides, economically and at low installation cost, Backed by Benjamin Warranty of Per- 
from 35 to 75 footcandles of lighting. Benjamin Type II-G Dust-Tight Fluorescent Unit (right) formance and Construction; approved by 
is designed for use in ordnance plants and other locations with explosive dust in atmosphere. Underwriters’ Laboratories; most types 
Other Benjamin Fluorescent Fixtures: “Stream-Flo’’; ‘““Twin-Flo.” certified to meet RLM Specifications. 














Benjamin RLM Dome Reflectors (left), Elliptical Angle Reflectors and others are available Benjamin “Stock-Bin-Lite” is designed for 
with special Benjamin Turnlox Hood construction which permits removal of reflectors with efficient lighting of stock bins, tool crib bins, 


lamp for easy cleaning or lamp renewal on the floor. file rooms and similar locations. 














Benjamin Explosion Proof and Dust Tight Underwriters’ Laboratories approved Specially designed heavy duty water 
Units for the safe lighting of hazardous loca- Benjamin Units are available for loca- tight Benjamin Lighting Units are 
tions are tested and approved by Underwriters’ tions exposed to moisture, smoke and available for use on vessels and for 
Laboratories. non-combustible fumeggyapor and dust. other exposed locations. 



























In developing lighting plans and lighting specifications, 
consult the Benjamin data and specifications shown in 
the Benjamin Catalog 26 or Benjamin Bulletins on 
specific types of lighting equipment. For the solution 
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PP tio A rs 
Many Benjamie Uni 4. Floodlichting f ate of any special lighting problems you are invited to use, 
a a ee See eee without cost or obligation, the facilities and services of 
able including the 20 Dome against sabotage and for facilitat- the Benjamin Engineering Department. 
Type illustrated here which is ing outdoor operations at night is <i 
designed especially for the most vital to National Defense Produc- MAIL THIS COUPON NOW FOR THESE FREE LIGHTING BULLETINS 
economical lighting of mills, tion. Benjamin Floodlighting 
erecting shops and other high Equipment is the result of years of 
bay locations. engineering study and experience. 


BENJAMIN ELECTRIC MANUFACTURING COMPANY, 
Dept. GG, Des Plaines, Illinois 

Please send me complete specification data and Bulletins on the 
type of lighting indicated below. 











a 
Company 
Street__ 
City 
Type of Lighting in which interested 







State 









Cool, glareless, high intensity fluorescents 
provide 110 footcandles for this drafting 
(Hygrade Photo) 


room, 





Bare tubes are hidden by transparent 
plastic strips (as a louver) below a grid 
of 48 in. tubes. (G. E,. Photo) 





{BOVE: Blue prints are read with 45 
fe. illumination from units 66 in. above 
table using daylisht lamps 
Photo) 


(Benjamin 


BELOW: In spite of dark furniture 
this office gets ample light from 3-light, 
48 in., 40-watt fixtures. (Day-Brite Photo) 















Today's Fluorescents Nee 






The old order has changed in lighting’s young. 


est field. Novelty is no longer fluorescent’s 


chief appeal, performance has built acceptance 





URING the past year fluores- 
cent lighting has shifted its po 
sition in the scheme of electri- 

cal merchandising. \ year ago, sales 


effort on behalf of fluorescent equip 


ment seemed to be tinged with a 
noticeable amount of fear, in many 
instances. The average lighting 
equipment salesman, confronted with 
such terms as capacitors, ballasts, 
effect, 


power factor, and many others, was 


compensators, stroboscopic 
somewhat disturbed by his normal 
lack of information on such devices 
and terms. In addition to this there 
were stories of swirling lamps, radio 
interference, short life, end rings 
and others, which were not entirely 
without some foundation, and a 
formidable array of competitive fix- 
tures at wide price differences, plus 
conflicting performance claims 
resulted in some confusion and mis- 
application of fluorescent lighting. 

It is not surprising, therefore, 
that a year ago, many wholesalers’ 
salesmen reluctant 
enthusiasm for fluorescent lighting, 
and that only the boldest of them 


after and 


maintained a 


went obtained the big 


fluorescent orders. 


The past twelve or tourteen 


months, however, have brought 


about a decided change. Fluores 
cent lamps, equipment and installa- 


tions have proven themselves worthy 


f today’s production speed and 


merchandising technique. Fluores- 
cent lighting is as firmly intrenched 
in our daily lives as the automobile, 
the telephone, and the radio. One 
by one the old fears have been dis- 
pelled. Such defects in the lamps 
as persistent swirling arcs, and pre- 
mature end rings have practically 
disappeared. Luminaires and auxil- 


iaries have been greatly simplified 


and improved. Stroboscopics and 
power factor are discussed only occa 
sionally today, since it is understoo 
that such characteristics are cor 
rected in the equipment of recog 
nized manufacturers. Installations 
made from one to two years ago 
exceeded 


have expectations wit] 


respect to performance, and_ the 
enthusiastic owners of them are us 
ing more, whenever expansions in 
plant capacity, or new selling areas 
are established. 

Thus, the decks are cleared for 
sales action. The  wholesaler’s 
salesman no longer needs to pondet 
the advisability of recommending 
fluorescent lighting in the majority 
of applications. He can sell with thi 
knowledge that the public accept 
ance of fluorescent lighting is greater 
than it has ever been for any other 
similar commodity, and that this 
acceptance is not based upon novelty 
and curiosity as it was, perhaps, 
over a year ago, but rather upon 
satisfactory performance and high 
standards of manufacturing quality 

It should not be understood from 
the above, that correct fluorescent 
lighting is easy to sell, or that there 
are no more factors involved than 
with incandescent lighting. The 
relatively higher levels of ilumina 
tion that are synonymous with fluo- 
rescent lighting indicate that much 
more care and thought must be given 


problem. Al- 


though the actual layout and design 


the system design 
of a fluorescent lighting installation 
is more often done by a central sta 
tion lighting engineer, or the manu 
facturer’s engineer, than by the 
wholesaler’s the latter 
fannliar with the tech- 


salesman, 
should be 
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eiNew Sales Techniques 


by 
Charles G. Pyle 














nique involved if he is to present his 
story to the customer properly. 
Many sales have been lost becaus« 
the salesman has made recommenda 
tions as to the number and spacing 
of units 
obviously at fault in the mind ot 


required, which were 


the customer. 

The customer is not always right 
in his ideas of lighting, but never 
likes to be told so. It is a charac- 
teristic of the lighting business that 
a great many customers think they 
are lighting engineers, and will pro 
ceed to tell an uninformed lighting 
equipment salesman considerable 
about his own business. When the 
salesman is familiar with the basic 
elements of good illumination he can 
usually steer the thinking and ideas 
of his prospect into the proper 
channels without deliberately an- 
tagonizing him. 

it is frequently advisable to leave 
the choice of color up to the cus- 
tomer. Samples of the daylight, 
white, or soft white may be shows, 
and suggestions given, but whem a 
prospective user has definite ideas 
m the subject, he has, as a rule, seen 
enough fluorescent lighting of vari- 
us types, so that he knows what he 
wants. Furthermore, thé selection 
f color is frequently a matter of peér= 
sonal choice rather than @ watter of 
me color being right and another 
wrong. We can find a great many 
‘xamples of identical commeejal 
ipplications where either daylight 
x white lamps are used with equal 
success. The same is true in indus- 
ry except for some specialized uses, 
though there is a tendency toward 
laylight for general lighting in 
nanufacturing areas. The soft 
vhite lamps, of course, fill a need 
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i areas where a warmth of atmo- 
sphere is more important than the 
highest efficiency. In any event, a 
mistake in the choice of the best 
color is not too serious, since the 
lamps are readily interchangeable. 

Fluorescent lighting has made the 
public conscious of the value of much 
higher levels of illumination. This 
appreciation of more light could only 
have been accomplished after several 
years with incandescent sources, and 
the situation is a healthy one from 
the standpoint of the buying public, 
as well as the lighting industry. 
Fifty, seventy-five, and one hun- 
dred foot candles of properly con- 
trolled and diffused illumination 
cannot help but result in better 
visual health. 

The lighting salesman today has 
one thing only to sell—good illumi- 
nation. If he succeeds in_ this 
respect, his equipment and lamp 
sales will take care of themselves 
and his trade will flourish. If, how- 
ever, he places his emphasis on unit 
sales without regard to lighting 
results, his ultimate accomplish 
ments will be small. 

Like anything else which requires 
a departure from older methods, it 
Is easy to undersell or misapply 
fluorescent lighting. The customer, 
even though he may think he knows 
what he should have, actually de- 
pends to a much greater extent 
upon the knowledge of the salesman 
than heretofore. If he wants a 4 
horsé power motor to do a one horse 
power jolvcihe salesman will take 
pains! typoint ,out discreetly, the 
fallaey in hts Gnadgment. 
fluorescent equipment should not be 
sold |simply..because the prospect is 
willing) to buy A few fixtures, but 
rather beeause the customer and the 
Salesman aliké realize that through 
Such equipment can come all the 


Likewise, 


phySical and moral benefits of a good 
system of illumination. Any sales- 
inan who maintains an enthusiastic 
appreciation of what a good fluores 
cent lighting installation will do, is 
hound to be successful in his efforts. 





































The more people can see, the longer they 
will look. Retail sales follow the “look- | 
ing” curve. (Hygrade Photo) | 








Buyers can be sold on the fact that office 
detail work is more accurate with good 
lighting. (Curtis Photo) 





MBOVE: Makeup room of a newspape 
demands light for swift accurate seeing. 


(Mitchell Photo) 


BELOW: Smooth, unobtrusive lighting 
from fluorescents fits into the scheme of 
decoration of this efficient business office. 


(Miller Photo) 















INDUSTRIAL 


YOUR GUIDE TO UNIFORM, HIGH QUALITY 
AND TROUBLE-FREE OPERATION 


Today, with the National Defense Program calling 
for maximum production...and with skilled workers 
at a premium. ..better seeing has become a first essen- 
tial for both night and day workers. 


In meeting this responsibility by providing better 
light for better sight, insist on industrial lighting 
fixtures bearing the RLM Label. This simple buying 
step is your best assurance that the lighting units 
you install will provide the maximum value in light- 
ing efficiency and economy. . . give maximum pro- 
tection to the eyesight and health of your workers, 
and help them maintain high standards of accuracy 
and efficiency. 


All RLM certified fluorescent lighting units are guaranteed 
against mechanical and electrical detects for a period o1 ninety 
(90) days from date of delivery to the purchaser. Correction of 
such defects by repair or replacement of material only shall con- 
stitute fulfillment of all obligations under this guarantee by 
the undersigned manufacturer or its distributor. 
RLM certified fluorescent lighting units are engineered for 

=§ operation with Mazda fluorescent lamps to give maximum | § 
light output and trouble-free operation when properly installed | 
and under normal conditions of use. 


a 


RLM STANDARD 
SPECIFICATIONS 
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WRITE FOR COPIES OF THESE SPECIFICATIONS 
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LIGHTING.... | 





‘ey 


RLM SPECIFICATION and 
CERTIFICATION SERVICE 


Basic to proper light conditioning in your plant 
are the RLM Specifications. Established by ex- 
haustive research and scientific tests, these 
specifications establish dependable standards of 
performance, output and quality. 


Continuous conformity to RLM Specifications 
by manufacturers of RLM labeled Industrial 
Fluorescent Lighting Units is assured by a rigid 
and continuous inspection and testing system 
conducted by Electrical Testing Laboratories . . . 
an independent testing organization. This certi- 
fication service is the user’s warranty that the 
features, auxiliary control equipment, sockets and 
other component parts used in RLM labeled 
Industrial Fluorescent Lighting Units are properly 
engineered for co-ordinated operation with Mazda 
Fluorescent Lamps to give maximum light out- 
put and trouble-free operation. 





The Letters RLM Stand for Reflector and Lighting Equipment Manufacturers 
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Edward J. White 


LUORESCEN' 

and should be, an excellent profit 

maker for the electrical contrac- 
tor. If he makes it a good business 
today, handling only quality jobs at 
a profit, he can keep it good business 
for vears to come. 

This is the viewpoint of edward 
J. White, well-known electrical con 
tractor of Newark, N. J. And this 
outlook, together with the detailed 
action he and his organization use 
to put it into practice, is paving 
“Eddie” White dividends. 

ven more important, as Mr. 
White sees it, is the fact that the 
uorescent lighting jobs he sells 
and installs are also paving his cus 
tomers dividends. They are getting 
footcandle 


considerably higher 


levels. They're getting more effi 
cient work in the plant, more sales 
in the store, far better seeing con 
ditions in the office. They too are 
enjoying a full measure of profit 
from their lighting 


Four Big Profit Points 


But Mr. White points out that 
there is only one way to keep 
fluorescent lighting volume steady 
and profits consistently good. It’s 
just the same way the contractor 
must make other departments of his 
business pay: 


10 





lighting can, 






Here’s How Your Contractors 


Four “profit points” observed by this contractor hay. 


made fluorescent installations pay dividends, will help 


build profitable sales through your contractor customers. 





1. By selling results first rather 
than merely selling equipment. In 
this case it means selling fluorescent 
the basic val- 
lighting 
rather than selling equipment that’s 


lighting advantages 
ues of well-designed 


cheap in price and cheaper in 
quality. 

2. By handling only high-quality 
lamps, fixtures, and auxiliary equip- 
ment, obtained through a reputable, 
well-established wholesaler. Such a 
wholesaler not only serves as a 
solid supply source but you can also 
work with him, and he with you, to 
develop an effective selling and 
engineering program. 

3. By 
complete 


price on all equipment and a rea 


estimating and quoting 


costs, including a fair 
sonable profit. 

4. By friendly, active selling and 
sales promotion. eddie White Savs, 
“Make friends of vour customers. 
Don't just try to make customers 
of vour friends.” 


“Installations of Character” 


For fifteen years the Edward J. 
White Company has been building 
its reputation around the slogan 
“Electrical Installations of Charac- 
ter.” The four profit points enum- 
erated here are simply the applica- 
tion of that slogan to the fluorescent 
lighting business. 

Eddie White can illustrate each 
point many times over in terms of a 
particular installation. For in 
stance, in speaking of the first point, 
he says: 

“Naturally our customers are in- 
terested in the cost of the job and 
the price of the equipment. But 
they're much more interested in 





their own costs of doing business 
That’s the cost they’re familiar with 
It’s directly affected by the results 
they will get from their new 
lighting. 

“So, in talking with an industria! 
customer, for instance, I find out 
what his production is worth an 
hour. That’s what is important to 
him. Then it’s our job to show him 
that he can get the effect of reduc- 
ing his unit cost of production by 
means of improved lighting.” 

Mr. White uses ? 


Point 2 as a 
major advantage t 


) maintain cus 
tomer satisfaction and confidence 
He drives home to his customers 
the fact that handling 
known equipment means a big start 


nationally 


on making the job right. 


Cost Information That's 
Complete 


The White organization is not 
one of the largest in the country. 
It's medium-sized, but it is an 
organization. That means plenty in 
the day-by-day application of Point 
3—the estimating and cost work 
that so often marks the difference 
between profit and loss in an elec 
trical contractor’s operations. 

\s a typical illustration of giving 
complete written cost information 
to the customer, consider some of 
the items covered by Mr. White 
and his staff in their recent presen- 
tation to the Standard Oil Company 
of New Jersey. This particular job, 
one of several for this customer, 
involved the installation of fluores- 
cent lighting in two of Standard’s 
service stations. 

For each area to be lighted the 
following figures were given: num- 
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By Edward J. White 


(As told to Paul Keating) 





ber of lamps and fixtures; wattage ; 
lumen output; anticipated  foot- 
candle levels; expected burning 
hours; complete lighting cost (op- 
eration ) per thousand hours ; instal- 
lation cost per fixture; cost and 
time of amortization; total cost. 


Keeps Up Active Selling 


However, the outstanding feature 
of Eddie White's fluorescent light- 
ing business is continuous, active 
selling. He promotes sales in just 
about all the ways recommended to- 
day by the leading manufacturers 
and wholesalers of lighting equip- 
ment. In fact, he has added to the 
list a number of unique methods of 
his own. As he points out, though, 
none of them are bevond the abili- 
ties of wide-awake salesmen and 
contractors in every community, 
large or small. 

To begin with, Mr. White recog- 
nized the significance of the new 
light source, the fluorescent lamp, 
immediately after its introduction 


more than three vears ago. One of White started with flourescent light sale.” 
One section of the offices of the Standard Oil Company of A service station relighted by the Edward J. White Co. for 
New Jersey, an installation by White’s company. Each fixture efficient seeing for lubrication and repair work. Mr. White 


contains four 40-watt Mazda F white lamps. 





(an Sell Lighting for Profit 


his first steps was to install fluores- 
cent lighting units in his own of- 
fices, because “you have to set the 
pace if you expect your customers 
to follow your advice.” 

One of the methods he regards 
as basic in successful selling of 
fluorescent lighting is trial installa- 
tion. “Always get some of it in on 
demonstration,” he says, “enough 
so your customer can see the genu- 
ine difference high-level lighting 
makes in his business. First thing 
you know, the job has grown from 
just one department to an entire 
installation, from the front door to 
the back.” 

Here’s another White _ belief: 
“You must have the courage te 
a job here and there becat 
wouldn't sacrifice the quality 
job in order to cut price. I knov 
the quality policy pays because ou 
jobs stay sold. We get repl 


ment lamp business. gjnd we 
additional orders fre 
customers who of Hf; 
right by them.” 

In short, when Mr. White 


stalls a fluorescent lighting, 
knows he’s making money 


lose 















make money only when his profit 


and customer benefits go hand in 


> 


hand. 


Since the days of 1938 when Mr. 


uses photographs of his lighting installations to make new sales. 


ing, “from scratch,” his new and 
renewal sales of F lamps have stead- 
ily grown in importance until they 
now account for more than 40 per 
cent of the dollar volume in lamps. 

Among the interesting fluorescent 
lighting installations credited to the 
White Company are the following: 

1. Western Electric's Newark 
plant, where explosion-proof fluo- 
rescent units were installed in the 
spray room. 

2. An unusual application — of 
fluorescent local lighting over the 
hottle-washing machines at the Al- 
derney Dairy Co. 

3. White Laboratories, Inc., well 
known drug and chemical manufac 
turing company, where an installa- 
ion in the bacteriological laboratory 
to an extension of the system to 
. iffices. 
offices of the Standard 


a an a 
Vv of New Jersey, Eliza 


) 
) Mohs well as the series of 
Z5SsO SeTY é station jobs. 






“Most of our lighting jobs aren t 
f DS je will tell you. “They're 
ey re steady. By do- 


possible work we know 
a to d6 on these smaller instal 
ations, we are always ready for the 
arger sale when it comes along 
The result is we don’t flop on the 


big ones. Remember, every good 
installation helps promote another 















USE THIS LABEL TO 
BUILD YOUR SALES 


1. It assures high-quality fixtures and 
satisfactory performance for your cus- 
tomers. 


2. It means fixtures certified by Electrical 
Testing Laboratories to specifications 
set up by the Mazpa lamp manufac- 
turers. That means built to fit the lamps. 


3. It means fixtures that use control equip- 
ment (ballasts and starters) which are 
certified for balanced performance. 


4. It means fixtures built to ‘50 Standards 
of Satisfaction.” Read the booklet by 
that title. It’s full of good sales ammu- 
nition. 















































Use Certified Fleur-O-Liers as Your Key 
to Landing the Big Lighting Jobs 


The more units a buyer needs, the more important 
it becomes for him to purchase tested, certified, 
guaranteed lighting equipment. It is not simply 
a question of dollars; it’s a question of depend- 
ability, personal responsibility, accountability 
and satisfaction. Big jobs run into money. No 
shrewd buyer wants to take chances. Buyers 
know that Electrical Testing Laboratories cer- 
tification of fixtures, starters and ballasts means 
dependability. And if it’s important for the large 
user to buy certified equipment, it’s doubly im- 
portant for the small user to play safe. 


Use this as an additional resource 


Certified FLEUR-O-LIER members are kept up-to- 
date on Fluorescent lighting progress and devel- 
opment by a systematic series of bulletins from 
Electrical Testing Laboratories. That doesn’t 
make them any smarter, but it does give each one 


all the latest information from authentic sources. 
Thus you know that the fixtures labeled ‘‘Fleur- 
O-Lier” express the most recent advances in 
Fluorescent knowledge and science. The more 
you know about what the Fleur-O-Lier label 
stands for, the easier you can sell Fleur-O-Liers. 


Use the Big Sales Push that Started in May 


During the past four months, Certified Fleur-O- 
Liers have been exhibited in fifteen major Cities. 
Industrial and commercial executives by the thou- 
sand have had the meaning of Fleur-O-Lier Certi- 
fication explained and shown—a smart idea that 
is educating buyers to values. Thirty-two thousand 
registered. Invitations were sent only to indus- 
trial and commercial lists. This Fall there will 
be other “Fluorescent Futuramas” riveting public 
attention upon Certified Fleur-O-Liers. You know 
what an opportunity that gives you. 


OVER 40 LEADING FIXTURE MANUFACTURERS PARTICIPATE IN THE FLEUR-O-LIER PROGRAM 
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.. Key to the best in fluorescent! 
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Famous Electrical Testing Labora- Based on these tests, Electrical Certified FLEUR-O-LIERS are guaranteed 
tories put FLEUR-O-LIER fixtures Testing Laboratories gives the FP sap cmeene tg to “xe free from any 
a ee em Sate Pew FLEUR-O-LIER fac » he efects in materials, wor cmanship or as- 
through exhaustive tests, which alti aan ellen ae rear perpen a sembly for a period of 90 days. Note the 
include such vital points as 18 ee eee oe — rel complete guarantee with which every 
FLICKER CORRECTION, DURA. ‘#10 0 alll fixtures identical to the ~~ FLEUR-O-LIER Manufacturer complies. 


: ; sample submitted. This label is 
BILITY AND SAFETY, EASE OF 
your assurance that the fixture . 
MAINTENANCE, DEPENDABLE wearing it meets the 50 rigid speci- The book illustrated below will help you 
BALLASTS AND STARTERS, fications set up by MAZDA lamp —_|_ 2##/4 sales. It tells all about FLEUR-O- 
EFFICIENT LIGHTING PER: manufacrarers for bener light, | TIERS and describes in dei she 5 
FORMANCE, HIGH POWER better service. You can sell Certified voit sagan 


shows how many of the tests are made. 
FACTOR (85% OR OVER). FLEUR-O-LIERS with confidence! . 














Use the Big Fall Advertising Campaign 


Starting in October, THE SATURDAY EVENING POST, TIME, NEWS- 
WEEK, BUSINESS WEEK, UNITED STATES NEWS, NATION’S 
BUSINESS and twelve important business and trade and industrial 
publications, will regularly carry Fleur-O-Lier advertisements. Total cir- 
culation in excess of 25,000,000—the largest advertising program ever put 
behind Fluorescent lighting fixtures in any three months’ schedule. 


Being statistical for a moment, we can say that average monthly circulation 
is in excess of 8,439,000. Advertisements will appear in THE SATURDAY 
EVENING POST, October 18th, November 8th, November 22nd, 


November 29th, December 6th and December 20th—every other week. 






No one else has such a story to tell or fixtures to show in such variety. 
Sell Fleur-O-Liers for profit! 








TEAR OUT AND MAIL 


| 
c L € U R . re) 2 a i E R Fleur-O-Lier Manufacturers + 2121-9 Keith Bldg., Cleveland, Ohio | 
Please send me FREE new booklet “50 Standards | 

for Satisfaction,” together with list of Fleur-O-Lier 

Manufpaclurens manufacturers. 

| 

| 

| 

| 

| 










Name 







) } Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open Address 
to any manufacturer who complies with FLEUR-O-LIER requirements 


September 1941 — WHOLESALER’S SALESMAN 

























How Fluorescent Lightin 


Light is a production tool used by every worker on every 





operation in the plant. Industry has been quick to seize 


upon and make use of the peculiar advantages of fluorescents 





ESTERDAY men talked there were occasional 25 foot-candle the operations in a plant are con 
“lighting”, but today the aim is installations. trolled by the employees’ sense oi 
fast, accurate and_ efficient Almost simultaneously with the sight. Men move and act as they 














“seeing”. Only a few vears ago, in > gpa of fluorescent lamps see, and their speed and accuracy 


when five to ten foot-c; ’ decided rise in industrial depends upon their ability to set 
the average illumination hich, a few months later, clearly at all times. But seeing 1s 
throughout — industry xh by national defense not an instantaneous process. The 
used to leave their machines CY This wigne has been a simplest act of sight requires a 


walk to nearby windows to hallenge we lighting industry. definite time interval—a__ period 

micrometer measurements of * ants are operating which is four times longer under 

spections. urs a day, which poor illumination than under good. 
Industrial — \W\s: ay more than halt of their Thus the thousands of separate man- 

recognized the loss of ‘at 

ciency resulting all poor 


lighting, and we began ‘to wa Pi 
stallations of ineandescent a \ 


ckesien is carried on entirely ual motions in a working day are 







tificial light, and with the seriously retarded unless high levels 
peed of work being done. of good quality illumination prevail. 


a TMuniunation is perhaps the most im The rapid growth of fluorescent 
which delivered as high as 20 foot portant factor in obtaining the high lighting during the past two or three 
candles. The progress of better degree of production — efficiency vears has been due primarily to the 
lighting during the depression years necessary. wide recognition of its advantages 
was quite sluggish. Industrial plants Light is the one tool that ever) by industrial management. With 
were not so much concerned with worker uses on every operation in experience, there has come a new 
speeding up production as they were the plant. It is a production tool ; understanding and a broader and 
with keeping in production at all a basic factor of efficiency that aids brighter horizon than most of us 
Nevertheless, some progress was management in executing its vital had even dreamed of for industrial 
made in the interests of safety, clean program of production speed with illumination, 
liness and employee morale, so that out shrinkage. Light is a tool for Fluorescent lighting should not 
by the time fluorescent lighting burst seeing, and seeing is fundamental to be thought of solely in terms of more 


upon the market three vears 


gO, working. At least three-fourths o light for the same amount of energy. 


Av 





Speed on exact measurements calls for high light levels. Today, Radio calls for exact adjustment of tiny parts. Plant capacity 
tol unl die workers get every production aid. (Hygrade Photo) expands when improved light speeds production. (Curtis Photo) 
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ig Helps the Eyes of Industry 


ts enthusiastic acceptance by indus- 
ry is the result of four primary 
physical characteristics of the fluo- 
rescent lamp. These are quite well 
‘nown, but a brief explanation of 
hem may well be included here. 
The first characteristic is that of 
ow surface brilliancy. Forty watt 
nd one hundred watt fluorescent 
amps, which are the sizes generally 
ipplicable to industry, are about 


our and five feet in length respec- 





ively. The forty watt lamp is one 
ind one half inches in diameter 








In making planes, every production aid is a necessity not just 
good business. Spray booth is lighted by fluorescents. cent units. Shown is the plane assembly department. 


1s for wing assembly, above, units are 
centers, 18 ft."high, give about 18 fc. (Benjamin Photos) 


mounted on If ft. 


which means that its light emanates 
from a surface area of approxi- 
mately 220 square inches. The 
newer one hundred watt lamp, which 
has a diameter of two and one- 
eighth inches, delivers tts light from 
about 400 square inches of surface. 
Thus, although these lamps have a 
light output of from two to three 
times that of incandescent lamps of 


equal wattage, their surface bright 


ness is well below’ incandescent 


lamp brillianey, and much nearer 


within the range of normal visual 
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By D. P. Caverly 





This Pacific Coast aircraft plant uses 1347 three-lamp fluores- 





Fluorescents permit higher light levels, cut glare from polished 
surfaces in this textile mill. (Day-Brite Photo) 


comfort. By comparison, fluores- 
cent lamps have the approximat 
surface brilliancy of a full moon 3 
a clear night sky. 

Such low brightness values rep 
resent a tremendous inprovement 
in industrial illumination quality 
Direct glare from. reflectors and 
sources is almost entirely eliminate:| 
except in the most flagrant examples 
of mis-application. Reflected glare 
from polished metal machine parts 
and other specular surfaces is also 
reduced to a minimum since it ts 


iS 





















The third important factor 
FLUORESCENTS CONTRIBUTE TO PLANT EFFICIENCY Diag ag eg 


fluorescent lighting is the relat 







































































































































































SHADOW REDUCTION — coolness of the lamps, and 
LONG EASIER ee . davlight color au: 
sOuneRS seme] fourth i the daylight lor qua 

BETTER LIGHT DISTRIBUTION p obtained without the sacrifice of 

| actonas f ficiency, as with incandescent lam))s 
GREATER COCR h Upon these four characteristics 
i IMPROVED BETTER . ape ; , ‘ 
ae | oaur |i 1 rests ample justification tor the 
INDUSTRIAL resnen UsHTIG Levis Possms)” are of fluorescent lighting in industry, 
FLUORESCENT [4 LESS | PLANT : ‘ ; Ie 
“UGHTING st > cee * — EFFICIENCY The fact that the lamps are 1 
TRANSITION ree “2 fs ; , : 
DAYUGHT }omanr 1 1] cncaren two to three times as efficient 
yo commas poesia incandescent lamps was without 

CHEERFUL ATMOSPHERE } : ’ 

L} tess doubt the major influence at 
anneal | beginning of their use, but tod 

REDUCED REFLECTED GLATE i. <4 Ss t ° ; t 

Low aw plant operators want them for | 
BRIGHTNESS SEEING : ae ; 

REDUCED DIRECT GLARE — quality of illumination they pi 
duce, as well as for their increas 
light output per watt. 

dependent upon the source bright striving to achieve large area The tempo of today’s producti 
ness for its own potency. It is obvi sources of low brillianey through demands illumination of high ca 
ous, therefore, that the much higher the use of opal glass panels or dif bre. Sixty to one hundred fo 
levels of illumination which are fusing globes around incandescent candle installations are becoming 
necessary tor precision speed pro- lamps. The reason for this effort necessary. Visual fatigue with cor 
duction can be obtained without the was not entirely to lower the bright- sequent headaches, lowered morale, 
undesirable glare factors which usu ness but to provide large area light and lost time accidents, apply the 
ally accompany incandescent instal 


Ing sources in order to reduce sharp brakes to efficient workmanship ai 


lations of this type shadow conditions. Thus the rela cannot be tolerated. That is why s 
Che second characteristic is that tively long length of fluorescent many plant executives have heen 
of length. For years, incandescent lamps is a decided asset in indus- quick to appreciate the superiority 


equipment designers have been trial illumination. 


of well designed fluorescent systems 











Printing and weaving have at least one common problem. Horizontal, as well as vertical, illumination was considered 
Both need high light levels, also light for color matching. important in the industrial tool installation above (Guth 
Above, printer gets 45 fe. (Hygrade Photo); below, 40 fe. at Photo). Below, fluorescents provide 40 to 50 fc. of light in 
spindles, 45 on back roll. (Miller Photo) the copping department of a weaving mill. (G.E. Photo) 








Of Portable Lamps With Sensational 


Glare-free Pil, (ROW lilumination! 


NO rts GLARE! : ee ee Toe MURS. PR i OR Maa? 


THE MOST SPECTACULAR 
LIGHTING DEVELOPMENT 
OF OUR TIME! 


Here's big news—important news for you who sell portable 
lamps! MITCHELL—a great name in lighting, has acquired the 
sole and exclusive license to manufacture and sell portable 
lamps using the amazing POLAROID material—the most sensa- 
tional advance in glareless desk lighting ever developed! Backed 
by aggressive advertising and promotion, with a name and 
reputation known to millions, MITCHELL POLAROID Lamps 
offer you the portable lamp-selling opportunity of a lifetime. 
You will want to get all the profit facts and MITCHELL'S 
POLAROID Proposition right now! 


Here Are The MITCHELL POLAROID Profit Builders! 





WITH POLAROID LIGHT 


POLAROID Illumination provides a new 
kind of glare-free light, found in no other 
lamp on the market. Light is delivered 
through a concealed Polaroid Filter that 
traps reflected glare and blocks it out right 
at the source. This sensational light con- 
trol not only filters out eye-tiring reflected 
glare but sharpens up detail, increases 
contrast, eliminates eye strain, irritation 
and fatigue. You read with a new kind of 
ease with this sensational new light! The 
unretouched photos above show what : 
Polaroid Desk Lamps do for your eyes... $295 
STUDY MODEL 100 





$975 


EXECUTIVE MODEL 114 









A spectacular Polaroid Lamp Value that 
will be one of your Best-Sellers. Designed 





especially as a study lamp, and for use on 
the desk at home. Here's wonderful eye- 
saving, glare-free Polaroid light . . . at the 
price of an ordinary goose neck. 


A deluxe model, styled by noted Walter 
Dorwin Teague. Ideal for the executive 
desk. Ebony or walnut plastic base and 
shade, satin-chrome column... in perfect 
taste . . . delivering sensational eye-sav- 
ing, glare-free Polaroid light. 


THIS 
DRAMATIC 
DEMONSTRATOR 
SELLS FOR 
YOU! 
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* T. M. REG. U. S. PAT. OFF. BY POLAROID CORP. 


Here’s a marvelous Automatic Demonstrator similar to the 
display that has sold millions of Polaroid Day Glasses. In- 
geniously arranged so that ordinary light falls on one half of 
the card, and Polaroid light on the other. Customers SEE 
the difference in a jiffy—and buy! It’s only one of the 
many sales aids we provide to help you sell POLAROID 
Lamps aggressively .. . 


WRITE FOR COMPLETE DETAILS NOW! 


MITCHELL MFG. CO. 2525 CLYBOURN AVE., CHICAGO, ILLINOIS 


. 47 








































THOUSANDS OF JEWELRY SHOPS, PREMIUM 
STORES need better illumination to improve appear- 
sales. This one is completely modern 
with fluorescents overhead, while displays use both 





fluorescent and incandescent. 
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shting Retail Stores 
Bonanza For You! 


By 0. Fred. Rost 


Whether located where there is much industrial employment, or 


in sections where defense production is lacking, 


any whole- 


saler’s salesman, working with his contractor-customers, can 


create a steady flow of orders by specializing on store lighting. 





KREAINLY! We know the 

whole story by heart: The fel 

lows in New Kngland and 
along the Atlantic and Pacific coast 
are getting all the “gravy’’-lots of 
hig orders, lots of defense contracts, 
record breaking pay rolls, orders 
just rolling in for the wholesalers, 
and plenty of them with priorities 
ratings to help get replacement ship 


ments more easily and with greater 


speed. 
But—that’s only partially true! 
ln fact—more and more of that 
“eravy will be overflowing into 


the rest of these great United States, 
Wmto every section of it. nto the 
agricultural 





territories, imto the 
hackwoods, into the mining country, 
ito the lumber camps, into the 
railroad vards and shops, into 
(Curtis photo). shipping centers, into e\ 
activity that is part of tl 


woot of our economic battle fro 


LOCATED in every community, in What does all that mean? 
Bankers are usually ready to improve the 
physical appearance of their places. Continuous rows 
provide 75 footcandles in this one. 
Sylvania photo). 


Simply this: To a_ steadily 
reasing degree, the effect of 


$62 Billion defense progg 


hlter through to every 
and hamlet, will mak . i 
nore ready money, more fingness 


to spend it, more retail pai gre atet\\N 


keeper who, through the very up-to- 
date appearance of his store, indi- 





cates that he is ready to serve his 
arade with modern merchandise ir 
the modern manner. 








lo be modern demands modern 
lighting. 
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Never before in the history o 
electric lighting has there been thx 
same opportunity for the wide-awake 
wholesaler’s salesman, to cash in on 
a current upswing in all kinds o 


by selling lighting becans: 


business 
never before did the start of such ; 
tremendous upswing in business 
coincide with the arrival of such 
revolutionary new, fascinating, ap 
pealing, easy-to-sell light source as 
the fluorescent lamp. 

Don’t waste valuable time twid 
dling your thumbs while wondering 
whether or not and if so when that 
flow of “gravy” through extra light 
ing business from retail stores will 
strike your particular part of the 
country. Just be assured that if it 
has not already struck, it surely will. 
uf once for a systematic 
R45 i your whole territor\ 
ach _ store on a map. 


nN 





cial symbol to each o 





~vour ni 


vas | 
rl 


~ After that: .\ reconnoitering 


eri" Mall the stores during ott 
Wor S ferret clear in your own mind 


ke at least a pre 
lent of your re 


to specific Con 


eagerness to favor the retail shop=—— Which type and how many units 


should) be recommended for each 
store; that to be followed by getting 
from each respective contractor a 
preliminary estimate of the probable 
cost for each store installation. 
Have a completely wired unit 
with plug-in extension cord ready 























Carry a collapsible extension stand 

demonstrating it hung at its 
proper height. Take that in with 
ut When you make your first call 


a merchant and ask his permis- 





50,000 DEPARTMENT, dry goods and 
variety stores make prospects for big jobs. 
Lighting here is done with incandescents. 
Guth photo). 





33,000 APPLIANCE 1ND 
STORES are competing. 
such as in Knapp-Monarch’s Chicago sales 


RADIO 
Good lighting 


room, helps sell. (Inland Glass photo). 


UTILITY DISPLAY ROOMS usually lead 
the lighting parade, make immediate pros- 
pects. Average here is 35 footcandles. 
Overbagh & Ayres photo). 


sion to put it up so he can see how 
it looks. Tell him you would like 
to leave it just over night. 

When you return the next day 
bring that contractor along because 

in most cases the merchant will 
he ready to talk business. 

And-—don't forget! It’s not just 
the fixtures and lamps you will be 
selling but, 10 to 1, there will be 
extra outlets to put in, new switches, 
mavbe time switches on the show 
window lights. 

Remember, retailers are making 
vood money now, they will make 
more sales and more money for a 
long time to come. The plan, as 
above suggested, is not new but has 
heen tried and we know it works. 


Put it to work for your own gor «| 


( Note: 


the country during the first 8 months 


Retail sales throughout 


of 1941 were approximately 20 per 
cent greater than in the same period 
of 1940. In August, ordinarily the 
“slowest” month of the year some 
districts are showing retail gains 


ranging up to 60 percent. ) 


5500 PHOTOGRAPHIC, GIFT 


NOVELTY §s stores. This one is up 


date, most are not. 
20 footcandles. (Guth photo). 


39,000 HARDWARE DEALERS and 


great percentage haven't brightened up yet. 


This Chicago store gets fine lighting 
(Mitchell photo). 


fluorescents. 





Fluorescents produce 


54,000 WOMEN’S DRESS and apparel 
shops present a huge market, not fully sold. 
This is one that is set. (Day-Brite photo). 


58,000 DRUG STORES and the vast ma- 
jority need better lighting equipment. Here’s 
one that was already sold by some alert 
Hygrade Sylvania photo). 


salesman. 


32,000 HABERDASHERS and_ clothing 


stores make large market. Some are already 


getting modern lighting such as this one, 


Mitchell photo). 


most are not. 


560,000 GROCERY STORES feeding Amer- 
ica. Well illuminated windows help pull in 
customers. Window lighting here is done 
with flucrescents. (Wiremold photo). 
























Protective Lighting 








PART ONE 


Know It and—You'll Sell It... 


By Albert H. Clarke 
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oO ae at i 
Glare becomes of practical value to the guard when it is turned against the 
intruder. Floodlights facing toward boundaries, placed well back from the fence 


line, show up outsiders clearly when they enter the lighted area. (Crouse-Hinds 
Photo) 









This army anti-aircraft training center employs high lighting intensities for 
utility as well as for protection. 
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ROTECTIVE lighting — con- 
sidered from the aspect of pro- 
tection of property from sabo- 

tage covers a wide range of types, 
including not only industrial prop- 
erty but many vital points concerned 
with public utilities, transportation 
and communications. 

This article, however, deals 
mostly with protective lighting as it 
applies to industry. 

During the last World War, pro- 
tective lighting with floodlights was 
quite widely practiced, although it 
was confined largely to a single type, 
generally known as fence lighting. 
This consisted of mounting poles 
just inside the fence line and pro- 
jecting a narrow beam of light along 
the fence in such a manner that the 
guard could readily see anyone ap- 
proaching or attempting to get over. 

Floodlighting at that time was 
necessarily confined to this form, as 
the early lights were practically 
adaptations of interurban trolley car 
headlights and were mostly of the 
spotlight type. 

This form of floodlighting still 
has considerable merit for certain 
types of installations. Figure 1 
shows a typical layout, with flood 
lights projecting in both directions. 
In the case of some large properties, 
such as oil refineries and tank farms, 
for example, guards patrol the fence 
line, In such cases, floodhights 
should be pointed in one direction 
only, the one in which the guard 
travels. It is important that the 








poles be mounted inside the fence 
ar enough to offer some protection 
to the floodlights from stones 
thrown from beyond the fence. The 
lights should preferably be mounted 
on steel poles with underground 
wiring, or, if on wood poles, the 
viring should run up the pole in 
onduit. The wiring should be ar- 
ranged so that adjacent floodlights 
re on alternate circuits, and the 
layout should be such that the beam 
rom each light covers an area at 
least twice the distance between 
djacent poles. This provides a 
ouble coverage of the area so that 
0 dark spots are obtained when a 


inp burns out. 


\ new form of protective lighting 
of fence lines which has distinct 
advantages over the older installa- 
tions has recently been developed 
and proven practical. This new 
technique consists of floodlighting, 
not along but toward, the fence line 
from the inside of the area. 


2 and 3 show typical layouts of such 


Figures 


installations. 

This type installation has been 
made practical by the development 
much 
wider horizontal spread while leav- 


of spredlite lenses giving 
ing practically the same the natural 
floodlight. 
With these new types of floodlights 


vertical spread of the 


at least double coverage of the area 


Should the intruder manage to escape detection while crossing the lighted area, 
he shows up as a dark silhouette against bright background. (Crouse-Hinds Photo) 
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can be obtained with a reasonable 
spacing between them. 

This new system of floodlighting 
is particularly economical if there 
are buildings available inside the 
area so located that the floodlights 
can be mounted on the building roof 
and directed toward the fence line 
In places where buildings are not 
available, installed 
paralleling the fence line. If the plant 
is in an isolated district 


pe les can be 


without 
surrounding streets or residences, 
these poles can be from six to ten 
feet above the ground. This is one 


of the few 


applications of light 
where glare is deliberately utilized. 


Light projected in this manner is 
particularly effective from the 
standpoint of the guards and very 
blinding to the intruder. 

\ view of such an installation 
from the standpoint of the guard is 
shown in the accompanying photos. 
It can readily be seen from these 
photographs that, if an intruder is 
between the line of floodlights and 
the fence, he is outlined very dis 
tinctly, and even if he gets inside 
floodlights he is_ still 
sharply silhouetted against the back- 
eround of this lighted area. An- 


the line of 


other factor in favor of this type of 
lighting is the fact that, due to the 
low mounting of the floodlights, an 
intruder casts a long shadow and 
guards have found in actual prac- 
tice that it 1s easier to detect some- 
one moving around outside the fence 
from these shadows than in any 
other way. The effect is perhaps 
further helped by the fact that due 
to the overlapping of the floodlights 


there are usually not one, | 


mt sev 
eral, shadows cast by an intruder 
whose every move is amplified and 
advertised by the long moving 
shadows. 

It 1s, of course, obvious that if 
there is a street running along the 
fence line or that if there are resi 


dences surroundi the plant the 


Ig 
floodlights is not 


practical and they must be installed 


low mounting of 


at sufficient height to prevent objec 
tionable glare. Jéven in this case, 
however, it has been found that 
projection of the light toward the 
fence line is generally more effective 


than projecting it along the fence 


Part Il of this article will be 
published in our next issue. 









Winter W 


No high pressure selling is needed when 
it means safeguarded health and sound 
growth, (G.E. Photo) 


ITH deiense requirements pro 
ducing shortages and cutting 
down volume m many of the 
major lines carried by wholesalers, 
the growing sales and profit: possi 
Inlities offered by sun lamps pro 
vide an attractive way of building 
new business 
While sun lamps are not a new 
item im the wholesaler’s line, ex 
panding market conditions and 
greater sales promotional activities 
on the part of manulacturers make 
them: more worth the wholesalers’ 
time and sales effort during 1941-42 
than ever before. Two rather recent 
developments have helped to pave 
the wholesalers’ road toward sun 
lamp sales. These are 
1. The potential number of buyers 
has been vastly increased through 
steadily growing public acceptance 
\lso, through larger volume, several 
unportant manufacturers have ef 
fected production economies — that 
resulted im new, more moderately 
priced models, thereby putting sun 
lamps within reach of a much larger 
slice of the buy Ing public. More sales 


' 


to more people mean bigger profits 
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increased profit possibilities for wholesalers 





for both distributors and dealers. 

2. Touchy cure-all claims made 
by some borderline manufacturers 
kept the FTC riding on their trail. 
This aroused questions in customers’ 
minds about all makes of sun lamps, 
and gave Grade \ manufacturers an 
initial hurdle to pass in selling the 
public on the real value of the de 
pendable lamps. Today, sun lamp 
advertising in general is sounder, of 
wider appeal, and much more likely 
to lift dollars out of the buyer's 
pocket without misrepresentation. 

Top attraction as a sales angle is 
the “cosmetic” approach which pro 
motes sun lamps as an easy, quick 
and inexpensive way of getting and 
keeping, even during the winter, 
that attractive and healthy tan which 
ordinarily a large percentage of our 
population is willing to fry itself on 
lawns, roofs or beaches to get and 
keep during the summer only 

Capitalizing on the public's pres 
ent urge to buy the range of the 
alphabet im vitamins, many plus 
sales can be made through stressing 
the lamps as a generating source 
of vitamin DPD 

While the use of sun lamps for 
strictly medical purposes should be 
solt pedaled in wholesale selling, 
there exists everywhere a large class 
of potential buyers who will use 
them as a general tonic to the system 
and a means of reducing fatigue. It 
is important, also, not to overlook 
potential sales to hospitals, doctors, 
dentists, ete., where the lamps are 
put to therapeutic use. 

Most of the huge consumer mar 
ket, of course, can be reached 
through electrical dealers. In help 
ing them to increase sales, the whole 
saler’s salesman should make sug 
eestions for building mailing lists to 


be used in direct promotion. Manu- 


lacturers are only too glad to co 
operate by supplying sample letters 
and mailing folders to dealers who 
are interested. 

In making up a mailing list, 11 
should) be remembered that su 
lamps are not vet rated as essential 
by middle class buyers, and promo 
tion is most effective when sent to 
more ready spenders such as bette: 
charge customers, members of local 
organizations, such as golf and coun 
try clubs, Rotary, Kiwanis, Lions 
Clubs, fraternal orders, people men 
tioned in society and = marriage 
columns. 

While doctors themselves are 
potential buyers of the professional 
models and higher priced lamps. 
they may be also a rich source of 
names of patients to whom they 
recommend sun lamps for home use 

\ unique avenue for sales is 
opened by one manufacturer who 
inakes a sun lamp unit for installa 
tion in chicken houses, and backs up 
his idea with data from agricultural 
testing stations regarding the bene 
ficial effect on chickens. Hospitals. 
athletic trainers, nursery schools 
clubs, YM( \'s are FOOK spots 1 


low kx for uy CTs. 


1 gricultural tests indicate increased e&s 


production, healthier chickens, more vita- 
(Conti-Glo Photo) 


min D in eggs. 





















arms Up Sun Lamp Sales lh 


A climbing sun lamp sales curve points to 

















































This broadened consumer market, 
and the fact that effective methods 
of distribution are still in the mak- 


ing, means that right now whgle- 














salers are in a particularly goo 
tion to step into the picture 
build a volume of profitable sales. 

In order to do a topflight job 
with sun lamps, the salesman sho 
have a general knowled i 






lamps available and t 
ance, in addition to 


iit Wy 
with specific details concerM™ 


PR yy 


models his house carries. 

He should know that one 
health lamps produces the e 
short ultra-violet rays which among 
other things are a source of vitamin 
1) in the body, will tan the skin, are 
used in the treatment of rickets, etc. 
On the other hand, health lamps are 
available which generate extremely 
long infra-red heat rays used in 
relieving pain and congestion. 

\ll so-called sun lamps produce 
ultra-violet rays, and in addition 
some models generate visible light 
and infra-red rays. The original cost, 
the speed with which the lamps 
atfect the body, and number of bands 
of light covered, are influenced by 
materials used in producing the 
electric are which is the source of 
the rays. 

Sun lamps on the market today 
employ either one of two main 
sources of ultra-violet rays: 

CARBON-ARC Ultra-violet 
radiations are generated when an 
electric arc is struck between two 
carbons (single are lamp) or four 
carbons (double arc lamp). The 
tvpe of electrodes used, and their 
adjustment in the lamp determines 
the type of ultra-violet and other 
radiations 
Volume sales of these lamps are 
immade in the lower 


Values range between $5 and $40, 


which are produced. 


price levels. 

with the majority of sales between 

$5 and $15. 
MERCURY-ARC — 


wo general types of the hot mer- 


There are 


‘ury arc lamp—one which uses the 
expensive, long-lived fused quartz 





[n An Expanding Market 
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burner and transmits a maximum 
amount of ultra-violet 
other, the glass bulb type, 


rays, the 
which 
employs a special glass designed to 
ansmit the rays. Top quality lamps 
he fused quartz burner, with 
rn ranging in price from 
jo $1Z8K Phe glass bulb type. 
Tife, sells at from $30 


d 
‘old Monel, arc, like hot mer- 
- arc burners, employ either 
or special glass, and 
‘ctancy tops the list. 
v $50.00 
$85.00 for the fused quartz 
and between $20 and $45 for 


the special glass bulb. 






riced between 






The major portion of the radia- 
tion from the cold are type is in 
the ultra-violet portion of the 


spectrum, while the hot mercury 


arc lamps, in addition to ultra- 


violet radiations, usually are a 


source of valuable infra-red rays. 

Salesmen should know also that 
the length of the ray 
determines its 


Natural 


Waves 


(measured in 
angstroms ) effect 
sunshine 


3000 


on the be nly. 


radiates all above 
angstroms. l[é-vitons, which are the 
source of Vitamin D in the body, 
are produced in the ultra-violet 
2800 and = 3200 


The tanning band is a 


hands between 
angstroms. 

very narrow one, concentrated be 
tween 3,800 and 3,850 angstroms. 
Visible light falls within the band 
from 4,000 to 7,500 


\bove 7,500 angstroms is the infra- 


angstroms. 


red, or heat band. 


The wholesaler’s salesman who 
can give his dealer specific informa- 
tion about just how models and 
lines of lamps fit into this picture 
and what they will really do is pro- 
viding him with worthwhile sales 
ammunition. 

In addition to initial sales of the 
fully equipped lamp, that includes 
all the control equipment, table or 
pedestal standard, reflectors, ete., 
there is replacement business to be 
had such as carbons for the carbon 


arc lamps, new burners for mercury 


By J. H. Aveling 


arc lamps. Auxiliary equipment 
also can be sold in many cases. For 
instance if time control equipment 
is not built into the lamp _ itself, 
sales of time control switches make 


desirable plus business. 





As we go to press, announcement 
comes of a new self-reflecting sun- 
lamp bulb. It may be mounted in 
an ordinary socket, and requires no 
external control devices for proper 
operation. 

Obviously the future of sun lamp 
sales looks good. However the 
wholesaler can take his place in 
and make a profit out of that market 
only by showing his dealers how to 
sell the 
intelligently. 


lamps aggressively and 





They're selling sun lamps for use ‘n 
the relaxation of the boudoir as above 
(Hanovia photo), or during the activity 


of play, below. (G.E. Photo) 





By Dean M. Warren 


Sell Drying Lamps 
For Speeding Production 


Widely used in the baking of finishes on metal, radiant energy 
from infra-red lamps broadens its field of application and boosts 


sales by drying blueprints, photographs, fruit, clay, textiles 





HE need today is for new ways runs of small or large parts heen designed for economical 
to do things faster and still not can be handled with equal replacement. Reflectors ne 
lessen the quality of the prod economy. only occasional cleaning. 

uct. In the new drying lamps, the 3. No loss of fuel or time in pre- 7. Better working — conditior 

wholesaler’s salesman has a means heating. Low heat losses reduce ten 

whereby he can help industry gain +. Lower operating cost. Upon peratures near drying and 

its major objective—more produ completion of work, operating heating processes. . 

non cost ceases immediately, 8. Low installation costs. Equy 
There are several values that can 5. Low heat loss. Expensive in ment is light weight and rel 

be stressed and will create instant sulation is not necessary tively inexpensive. 

attention in selling the idea of in Properly designed reflectors 9. Less floor space required. 

dustrial heating by means of lamps. concentrate the radiant energy 

Of these the most important are: on the object to be heated. Although the lamps found their 
1. Less time required. 6. Low maintenance cost. The first and widest application in the 
2. More flexibility. Production life of the drying lamps has baking of industrial finishes, they 

Garage repair shops are A-I prospects for portable equipment. The Steel Storage File Co. bakes synthetic enamel on file 

Drying time cut down from hours to minutes, speeds service, cabinets in 5 minutes using 144 250-watt tungsten filament dry- 

makes the lamps an investment in good will. ing lamps in 9 in. gold-plated reflectors. (G.E. Photes) 


¥ j 
ip 
/ h— — 














Ink and cement are dried on tire patches by passing them on a 
horizontal conveyor belt under 9 ft. length of radiant energy. 
Cost was greatly reduced. (Fostoria Photo) 


are today being used successfully in 
many different fields where the 
problem is one of evaporating water, 
such as blueprints, photographic 
prints, fruit, clay, gummed surfaces, 
textiles, etc. 

The lamps are being used in flat 
banks, tunnels and as portable units. 

Where a flat bank of units is used, 
they are generally placed directly 
above a conveyor belt over which 
travel small, relatively flat, metal 
parts which have been freshly 
painted. If the finish is a high-bake, 
synthetic enamel, temperatures of 
the order of 400 degrees Fahrenheit 
are required. It is quite easy to 
obtain this temperature and higher 
temperatures using the higher wat- 
tage lamps. 

The tunnel system is becoming 
quite common. With this method, 
it is generally desirable to have the 
tunnel large enough so that a clear- 
ance of at least one foot is provided 
between the article being dried and 
the ends of the reflector. Generally 
speaking, a tunnel cannot accom- 
modate a wide variety of sizes, 
otherwise its efficiency will be ma- 
terially reduced when used to dry 
small articles. Some tunnels are so 
designed that in the case of small 
articles where certain lamps are con- 
tributing very little they can be 
turned off.. Another scheme is to 
construct the tunnel with movable 
sides so that it can be made larger 
or smaller as desired. Then too, it 
is possible to dry smaller items by 
putting them on “trees” although 
it would be better if they could be 
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Demonstration units such as the hexa- 
gonal one illustrated should be part of 
the salesman’s equipment. (G.E. Photo) 


sent through smaller ovens. 

Don’t overlook the opportunity 
to sell portable equipment. Every 
garage that does repair work is a 
logical prospect for drying lamps. 
Generally, they employ an air-dry 
paint in refinishing a fender, and 
the time required to dry may be 
several hours. Drying lamps can 
cut the time to a few minutes, thus 
making it possible for the garage 
to give quicker service. 

With the introduction of drying 
lamps for use in speed processing 
and drying of films, photographic 
prints, blue prints, additional new 
sales opportunities have been cre- 
ated for the wholesaler’s salesman. 

Commercial photographic labora- 
tories and newspaper photographers 
welcome this better and = safer 
method of speeding the process, 
while any industrial concern, and 


particularly plants doing defense 
work, will readily consider installa- 
tion of suitable drying lamp equip- 
ment for their photographic or blue 
print department. 

Portable equipment is also being 
used for drying bulky equipment 
that is too large to be placed on a 
conveyor. For this service the 250- 
watt reflector lamp is well adapted. 
This source permits a high concen- 
tration of radiant energy ranging 
from two to five watts per square 
inch depending upon the spacing of 
the lamps and their distance from 
the surface to be dried. 

The design of a drying lamp in 
stallation should be based upon ex- 
perimental work. Paints generally 
cure much faster with drying lamps 
than in a conventional type oven. 

If the work being tested is flat, 
it is satisfactory to use a small, flat 
bank of drying lamps and reflectors. 


Seven lamps are recommended ; six 
in the form of a hexagon with the 
seventh in the center. With an ex- 
perimental set up of this type, work 
carried on under the center unit 
will receive approximately the same 
concentration of energy as from a 
large, flat bank of those units 
mounted on the same centers. 

There are a host of examples to- 
day, proving that drying lamps can 
effect worthwhile time savings over 
conventional methods of drying. 

The Dickey-Grabler Company of 
Cleveland, manufacturers of casket 
hardware, has cut the drying time 
for the finishing coat from 45 min- 
utes to 6 minutes at the same time 
using 40 per cent less space than the 
previous method. 

The Apex Electrical Manufactur- 
ing Company of Cleveland has re- 
duced the time of baking finishes on 
electric appliances more than 85 per 
cent, at the same time, insuring a 
better finish. 

The National Cash Register 
Company of Dayton, Ohio is baking 
a synthetic enamel in 645 minutes, 
where it formerly required 90 min- 
utes, using the same paint. 

Drying lamps provide a simple 
yet effective method of drying. 
Through their use, heat control is 
positive, flexible, and time-consum- 
ing warm-up periods are eliminated. 
They are a new tool which can help 
solve modern industrial heating and 
drying problems. 




















with HYG RAD E M I RALU M ES I Le with superior = 


© ompstrrion cutting into your sales? Better look into 
Hygrade MIRALUMES! 


You'll find MIRALUMES give you a tremendous selling 


edge —a combination of features not found in amy other 
fluorescent lighting fixtures! 


Finer light (Hygrade’s patented lamp coating). Trouble-free 
starting (Hygrade’s patented Mirastat starters). Lower mainte- 
nance (Hygrade’s easily demountable reflectors and sturdy 
lamp holders). Plus a complete guarantee that assures complete 
customer satisfaction! 


Hygrade MIRALUMES are better designed and engineered 
—quality manufactured throughout—sold wired and ready to 
install, complete with superior Hygrade lamps— Underwriters 
Laboratory approved — high power factor — starters easily ac- 
cessible — eligible for FHA financing! 


You can offer your customers an — 
exclusive combination of advantages— | tity. sme, 








guaranteed fluorescent lighting fix. 



















MIRALUME HF-200; 
200 watt unit; 
4-40 watt lamps. 


FLUORESCEN 
LAMPS | 









eI A REPS co riprve yf 








Check these finer features of 
HYGRADE FLUORESCENT LAMPS! 


It’s easier to build customer-satisfaction 
and repeat business on Fluorescent 
Lamps when you offer the sum total of 
Hygrade’s advantages — achieved by 
exacting quality controls, extra care in 
manufacture, individual inspections on 
every lamp: 


Superior Coating — made by a special 
Hygrade process and protected by Hy- 
grade patents—makes Hygrade Fluor- 





NEW MIRASTAT 
STARTERS mean 


superior performance! 


Originally made for use in 
MIRALUMES only, the Hy- 
grade Mirastat is proving 
itself sensationally superior 
in all fixtures. Assures ade- 
quate pre-heating of elec- 
trodes — positive starting 
and re-starting—eliminates 
“fluttering’’ — prolongs 
lamp life—better perform- 


ance throughout! 








WRITE TODAY «., complete facts on Hygrade 


Miralumes, Fluorescent Lamps, and Mirastat 
starters. Dep’t WS9, Hygrade Sylvania Corp, 
Ipswich, Mass. 


escent Lamps more efficient, more 
economical, 

Finer-Grained Coating makes Hy- 
grade Fluorescent Lamps more even in 
texture, more pleasing in appearance. 
Light is uniformly brilliant along the 
entire length of every lamp! 
Standardized colors — assured by 
rigid maintenance tests — mean re- 
orders will match. 





“thé PLONWECETS 





HERE’S THE Proven &> 


Guaran teed 


FLUORESCENT LIGHTING SYSTEM 


That’s 30% to 50% cheaper to install! 


| That provides 50 Foot.Candles or better! 


That’s easier, cheaper to maintain! 


IVANHOE 
50 FOOT CANDLER 


RLM Conmtinuocud Wireway 
FLUORESCENT 
LIGHTING SYSTEM 


@ Two years ago IVANHOE “50 FOOT CANDLER” 
was introduced as the first RLM Continuous Wire- 


way Fluorescent Lighting System providing new 


ane Cit i ete sae. 

hag gr sal AMAT es CORP. empl t 
s of lig th 

‘ pong ot th 

in this new plar it addition 


0 FOOT ( \NDLER” 


IVANHO 


FLUORES CENT 





Consystion ENGINEERING CO. use their 
0 FOOT « ANDLER" 


MILLER 


higher levels of overhead illumination. Now its 
merits have been proven in such outstanding 
organizations as Fairchild Aviation Corp., Ux- 
bridge Worsted Co., Combustion Engineering Co., 
General Electric Co., Curtiss-Wright Corp., and 
many others. Hundreds of miles of “50 FOOT 
CANDLERS” are today giving satisfaction in key 
Defense plants, industry and business. 


“50 FOOT CANDLER’S” continuous wiring 
channel (containing all necessary auxiliaries and 
up to 80 per cent of conduit) means installation 
savings of 30 to 50 per cent. Speedy installation, 
too—with no slow-up of production while lighting 
is going in. Easy-to-remove, porcelain-enameled 


reflectors lick maintenance headaches. 


IVANHOE “50 FOOT CANDLER” can give your 
customers and prospects these proven lighting 


benefits—take you out of costly “price’’ compe- 


tition with fixtures. Write for helpful Bulletin 1C. 


UXBRIDGE WORSTED CO. use many rows 
0 FOOT CANDLERS” in their weave rc 
i re workers have the producti aid 0 
candles of well-diffused tiuminatio 


MILLER OFFERS A COMPLETE LINE of 
incandescent and fluorescent lighting 
equipment, backed by almost 100 years 
of commercial and industrial lighting spe- 
cialization. There is an answer to your 
problems in this unbiased lighting service. 


lighting syste 
t candles o 


COMPANY 
MERIDEN, CONN. 
Pioneers in Good Lighting Since 1844 
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The Architect 
Wants Lighting Facts 


By Ely Jacques Kahn 





ucH has already been accom- 
plished by both wholesalers 
and manufacturers toward en- 
listing the support of architects in 
lighting, but 


the cause of better 


more remains to be done. Certainly 


progress would be faster if there 
were a more complete understand- 
ing of the architect’s viewpoint. 

In dealing with architects, it 1s 
necessary for the salesman to re- 
member that this group differs from 
his other contacts in that the archi- 
His func- 


tion is to understand the needs of 


tect rarely buys directly. 


his chent, and then he designs or 
specifies. Consequently the sales- 
man must discuss the products and 
what they accomplish along with 
considerable “institutional” selling, 
if he wants to earn the considera- 
tion and confidence of the architect. 

Basically, the architect is respon- 
sible for overall design and plan- 
ning of construction and execution 


of accepted plans. While he must 





Ely Jacques Kahn 





always trv 
determined budget limits, definite 
information regarding lighting meth- 


to operate within pre- 


ods, new units or usable details of 
applications are just as important 
and valuable as mere prices. 

The wholesaler’s salesman will 
more quickly appreciate this situa 
tion and recognize the need for 
technical cooperation, when he con- 
siders that the architect, like him- 
self, is engaged in a complex line of 
work that involves knowing about 
many different products. The archi 
tect is concerned with every step 
of a building operation, inside and 
out, from foundation to roof, from 
the time a plot of land is provided 
until the structure is completed to 
the satisfaction of the owner. Simi- 
larly, the wholesaler’s salesman 
deals in hundreds of electrical prod- 
ucts, so both are hard pressed to 
keep posted on new developments, 
their applications and advantages. 

It would be almost impossible for 
an individual architect to be suff- 
ciently acquainted with such a broad 
array of products without consult- 
ing outside experts and such me- 
diums as trade 


magazines, cata- 


logues, exhibits, and so forth. 
Thus, for instance, in planning 
the lighting and wiring system, the 
architect might consult an illuminat- 
ing engineer or rely upon the whole- 
saler’s salesman and contractor or 
the specialist of a manufacturer or 
the local utility, or he may listen 
to all of them, especially if he real- 
izes that these men are experts in 
that field. 
industry 


However the electrical 
must not forget that the 
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The architect had the necessary data, 
used fluorescents in ceiling fixture and 
bridge lamp to fit the modern setting. 
(Wesiinghouse Photo). 


architect is also concerned with 
other such vital matters as using his 
building site to best advantage ; gen 
detailed 


foundation ; 


eral and design of the 
building ; 


plumbing ; roofir 


materials ; 
ig ; insulation ; heat- 
ing; ventilating; air conditioning: 
windows: doors: flooring ; eleva 
tors; stairs; general decorations. All 
these factors, and more besides, must 
be considered by the architect, in 
addition to the lighting and elec 


trical equipment. Obviously, there 
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YOU are drafted into the great army of 
those who ‘will fight the saboteur. Every util- 
ity, railway, and industrial plant in your ter- 
ritory NEEDS protective lighting in its yards, 
along its fences, around its buildings. Yours is 
the unique privilege of helping thwart the 
destructive efforts of lawlessness that thrive 
during the hours from dusk to dawn, by co- 
operating in the nation-wide trend toward 
more adequate lighting of the properties 
involved in our vast program of National 
Defense. 


Recommend PEMCO Protective Lighting to 
your customers. PEMCO Units are modern, 
dependable, rugged, efficient, economical. We 
offer to you and your customers the services 
of our lighting engineers to make surveys and 
recommendations. We pledge to your cus- 





633 
CAST IRON LIGHTING UNIT 
with Holophane symmetric, 2-way or 
4-way Refractor as specified, mounted 
n No. 282—8' Bracket with channe 








“Fe ,, 
LIGHTING UNIT 
with Wet Process Porce 


lain Head, and Holo 
phone symmetric, 2-way 


— a eee 8001A tomers the strictest confidence in the handling 
with TEOOPLIGHT oo «= Of any plans entrusted to us for protective 


1000- or 750-watt l!amp 






lighting recommendations. 

.The PEMCO Fixtures illustrated are only a 
few of the many types that have been in- 
stalled by Ordnance Munition, and Shell 
Loading Plants throughout the country in 
their Protective Light- 
ing , Programs. . Write 
for catalog 85 today. 
With it you can make 
your contribution to 
National Defense by 
recommending PEMCO 


445 
LIGHTING UNIT 
with Dry Process Porce- 
lain Head and 20 
Radial Wave Porcelain 
Enameled Reflector 


Pemco Cable- 


Laying Plow. i i i 
ane Protective Lighting 
up to I'%4" dio. Equipment. 

to a depth of 

18° ofr 20" in 


practically a! 
soil conditions 

















PEMCO FLUORESCENT LIGHTING EQUIPMENT 


PEMCO Commercial and Industrial Fluorescent Lighting Units 





are efficient — economical — adaptable to any local condition or 
requirement. HIGH POWER FACTOR AUXILIARY EQUIPMENT 
located in the units is easily accessible. All parts are easily removed 


for cleaning and servicing. PEMCO Fluorescent Units are supplied 
completely wired with HIGH POWER FACTOR AUXILIARY 
EQUIPMENT as well as knock-outs for conduit. Chain or other 
type of suspension mounting is included with each unit. We suggest 
that you write now for bulletin covering the complete line of 
PEMCO Commercial and Industrial Fluorescent Lighting Units 























PHILA. ELECTRICAL & MFG. CO. 


1206-36 N. 31st ST., PHILADELPHIA, PENNA. 
District Offices 


Atlanta, Ga. Boston, Mass. Denver, Colo. Indianapolis, Ind. Pittsburgh, Pa. St. Lovis Mo. 
177 Harris St.. N.W 77 Franklin St. 509 Insurance Bidg. 424 Peoples Bank Bidg. Ist National Bank Bldg. 1205 Olive St 
Birmingham, Ala. Chicago, Ill. Detroit, Mich. New York, N. Y. Richmond, Ya. 
701 Education Bldg. 504 Monadnock Bldg. 7310 Woodward Ave. 120 Greenwich St. ill N. 8th Street 
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fore, the architect must look to 
representatives of these numerous 
industries for full cooperation. 

Because the electrical wholesaler’s 
salesman is always readily available 
and generally knows much about 
lighting and other electrical mate- 
rials and is in constant touch with 
the various makers and knows about 
the availability of specific units for 
specific purposes, the architect right- 
fully expects sound advice and fre- 
quently technical service on light- 
ing installations from that very 
source. Generally the architect does 
not buy lighting directly. He writes 
specifications. Prices must be in 
line because the architect plans ac- 
cording to a certain budget, but it 
is frequently possible to adjust that 
budget when the architect is shown 
that a certain, perhaps more expen- 
sive, type of lighting will be advan- 
tageous to his client. 

even in the construction of indus- 
trial and commercial buildings in 
which the clients are definitely price 
conscious, these business men do 
not consider initial costs only and 
disregard maintenance and over-the 
vears’ costs. To them, those factors 
are fully as important as the origi- 
nal prices. For this reason, they 
require a lighting installation that 1s 
first of all designed for the work to 
be done in their plants or offices, 
also a system that will be efficient 
and free of trouble. Result is that 
the architect puts these needs upper- 
most when planning the lighting 
“oh 

The wholesaler’s salesman should 
remember that he will not advance 
ar toward enlisting the cooperation 
of architects when he makes peri- 
odic calls only to quote prices. The 


INCANDESCENT—100 watt lamps in 
naries provide 32 footcandles on desks. 
suit both architect and lighting engineer. 





architect wants to know what the 
fixtures will do, why they should 
be specified. 

it- 




















When he gets to planning lt 
ing, the technical help of the »& 
saler’s salesman is often welco 
because that may provide a shortcu 
to getting the right answer to sucl 
questions as: “Would cove or 
units be preferable 
types in a given log 
fluorescents be used 
candescents? If so, \ 
saler’s Salesman, Why? Possibh 
certain departments have id gy 1F 
ings, what will we do aoe ff 
What type of high bay units do yom 
recommend 7” 

With every effort being made to 
prevent industrial sabotage, the ar- 
chitect must incorporate various 
measures of protection for wiring 
and control apparatus so as to keep 
this problem to a minimum. Here, 
too, the wholesaler’s salesman can 
be of service in showing the archi- 
tect where floodlights can be used 
to advantage, how they can be in- 
stalled most economically without 
\gain let it be 
emphasized that the architect wants 


sacrificing efficiency. 


facts, supported whenever possible 
by user-evidence. 

The same need applies to plan- 
ning the lighting for office buildings, 
schools, hospitals and theatres. How- 
ever, in that type of building, the 
architect often has a freer hand to 
execute his artistic ideas, because 
appearance of the lighting equip 
ment frequently is considered as im- 
portant as lighting efficiency. Then 
the fixtures must blend with the 
architectural design of the building. 

Appearance also is prime consid 
eration in selecting the permanently 


12 ornamental lumi- 
The installation would 
(Westinghouse Photo). 


call for 2 watts per 
reading of 35. 









(Curtis Lighting Photo). 


installed lighting fixtures for homes 


and apartments. Then later, if more 


illuminating efficiency is wanted, it 


can be obtained easily through sup- 


ementary lighting. In this field, 
and popular fancy have had 
atejeast until recently. 
‘egup to 8 or 10 years 
nF room was considered 


rf 


tial without a suspended 


least one ceiling fixture. 


and every room had to 


‘eiling lighting fixtures 
ther rooms have been 
minated in homes, and 


ae th¥s was due to the fact that 
xture designs failed to keep pace 


with architectural trends, thereby 
causing the loss of public acceptance. 

Naturally an architect takes great 
pride in each completed job and he 
is puzzled when he iaces the prob- 
lem of badly designed fixtures. 
Rather than spoil his work, the ten- 
dency is to eliminate fixtures entirely 
and trust to flush ceiling lights or 
floor lamps. There undoubtedly is 
a field for well designed fixtures 
based on sound illumination stand- 
ards. Such material would be wel- 
comed by the architects and could 
revive a dreary fixture field. 

In attempting to gain and retain 
the support of the architectural pro 
fession, the wholesaler must always 
hear in mind that facts and evidence 
of actual results are absolutely es 
sential. Where specific recommen 
dations have been requested, com 
plete accuracy in the laying out of 
the lighting installation is indis 
pensable. Such cooperation will be 
appreciated and the wholesaler’s 
salesman who operates along those 
lines has by far the best chance otf 
having his lines specihed. 


FLUORESCENT—W hite fluorescents, spaced 9 ft. by 10 ft., 


square foot, with an average footcandle 


























ALL TYPES OF LIGHTING CAN BE SERVED BY G-E WIRING MATERIALS 
~~ 
=e y 


Distributor salesmen selling G-E Wiring Materials can offer a wide 





variety of wiring materials to serve all types of lighting. 


THE PROPER WIRING MATERIALS TO SERVE 


e 
C , 
SOME OF THE G-E WIRING MATERIALS TO SERVE LIGHTING 


Good lighting, as you know, is helped by 
adequate wiring composed of high quality, 
long-lasting wiring materials. Therefore, dis- 
tributor salesmen selling G-E wiring materials 
have an advantage. Not only is the G-E line 
the most complete on the market, but G-E 
wiring materials are recognized everywhere for 
their uniformly high quality. 




























( 


Seeeshiiea 
AWAY 


———oere 


The choice of materials is wide—white 
conduit, black conduit, E.M.T., Fiberduct, 
Types R, RP, RH and RW building wires, all- 
rubber cords, Deltabeston asbestos-insulated 
fixture wire, mercury switches, standard 
switches, sockets, outlets, Fluorescent starters, 
fuses, branch-circuit circuit breakers, etc 


_PERFORMANCE GRADO 
_. MOISTURE RESISTANT Gf 


.12 RP 600 V.. 


TT RH SOO V.. WHEAT RESISTANT GRA 


With this large line, distributor salesmen are 
able to provide their lighting customers with 
suitable, quality wiring materials even in to- 
day's fast moving market. Wiring Materials 
Section, General Electric Company, Appliance 
and Merchandise Department, Bridgeport, Conn. 


iC...12 RW 600 V- 


LECTRIC .. 
RIC: 





ELECTRIC 
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By J. W. Milford 


esidential Lighting Today ()ffers 
ew Profits and Volume Sales 


Two years of preparation and planning have set the stage for residential 


lighting sales in which wholesalers and their salesmen may play leading roles 








HE coming Fall months will see 

the first really concerted promo- 

tional effort on residential light- 
ing fixtures in the recent history of 
the electrical industry. Nearly two 
vears have gone into the building 
of the background—the setting of 
the stage. With the curtain now 
going up, wholesalers and_ their 
salesmen have their opportunity to 
step onto the stage and play lead- 
ing roles. 

For years, residential lighting 
fixtures, like many dutiful house- 
wives, were largely taken for 
granted. Wholesalers who carried 
fixtures regarded them as staples, 
like wire and conduit. Any talk of 
lighting fixtures was likely to cen- 
ter around discounts, freight rates, 
etc. 

With the formation of the Ameri- 
can Lighting Equipment Associa- 
tion, and particularly the advent of 
its Specification-Certification Pro- 
gram, the residential lighting fix- 
ture, like the housewife who has 
just visited a beauty parlor, has 
taken on a new appearance, a new 
significance. 

Now, for the first time, Certified, 
design-approved, residential light- 
ing fixtures are available. These 
fixtures carfythe ALEA-ETL cer- 
tification tag, testifying that they 
have been certified by the Electrical 
Testing Laboratories as conform- 


ing to the ALEA Specifications 
which incorporate the ‘Recom- 
mended Practice for the [llumina- 
tion Performance of Residential 
Luminaries’ formulated by the 
Illuminating Engineering Society. 
They also incorporate the mechani- 
cal, electrical and safe construction 
requirements of the National Board 
of Fire Underwriters. Rigid tests 
of conformance to these specifica- 
tions are made by the E.T.L., and 
are periodically checked by them. 
Further, each fixture submitted 
for certification is subjected to a 
critical examination of design ap- 
pearance by William A. Kimbel, 
noted design authority and former 
president of the American Institute 
of Decorators. Only those fixtures 
which pass these tests may bear the 
ALEA-ETL identification tag. 


The plan assures the American 
public of the best of present-day 
thought and opinion on lighting fix- 
ture design and performance. And 
it assures to the wholesaler mer- 
chandise that he can handle with 
profit, and sell with pride. 

Fall advertising on the new 
ALEA certified fixtures is planned 
for such nationally-circulated maga- 
zines as “Better Homes & Gar- 
dens”, the “Saturday Evening 
Post” and “House Beautiful”, 
reaching millions of light-condition- 
ing-conscious readers. In addition, 
educational articles on the impor- 
tance of properly-selected overhead 
lighting fixtures will appear in other 
women’s and home _ magazines, 
reaching added millions of people. 

The foregoing is, of course, only 
the background.  Follow-through 


The new ALEA certified lighting fixtures make a distinct contribution to 
the eye-comfort and decorative charm of this attractive living room. 


| NS ew 








































New PERMAFLECTOR BRINGS YOU 


FLUORESCENT PUNCH-LIGHTING 
for the first time! 





THE PERFECT ANSWER TO 


ETL PROOF OF PERFORMANCE 
Three T-11 reflectors one 30 watt F lamp 


Compare this Electrical 
Testing Laboratories Dis- 
tribution Curve against that 
of any other fluorescent 
reflector or control method. 





No. T-11 PERMAFLECTOR for use with the F Lamp. 





INTENSE CONCENTRATION, EFFICIENT CONTROL 


Twenty-five years ago Pittsburgh Reflector Company introduced the first Permaflector 

the silver mirrored glass reflector with the permanent efficiency for use with incandes- 
cent lamps. Because of its remarkable efficiency and permanency the Permaflector has 
been recognized down through the years as the standard of efficiency in the incandescent 
lighting field. Now, Pittsburgh announces a revolutionary development in the 
fluorescent lighting field -PERMAFLECTOR No. T-ll for use with fluorescent lamps. 
This new specially designed silver mirrored Permaflector offers, for the first time, accurate 
intense concentration of fluorescent light, provides new, higher intensities at normal 
mounting heights and increases the range of fluorescent lighting efficiency to longer 
distances away from the F Lamp. High bay fluorescent lighting is now practicable! 





‘’ LIGHTING ECONOMY FOR FLUORESCENT USERS 


Out of savings effected by increased efficiency in light control provided by T-11 PERMA- 
FLECTORS, users can far more quickly offset the added cost of fluorescent installations. 
Since the T-11 PERMAFLECTOR produces over three times as much light in a direct 
beam than the average metal reflector it is obvious that a fluorescent user may obtain 
three times as much effective illumination for every dollar he spends for current. The 


savings resulting through making productive use of wasted light could easily wipe out 
the total cost of T-11 PERMAFLECTORS in two years! 








NEW PROFITS FOR ELECTRICAL WHOLESALERS 


The new T-1l1 PERMAFLECTOR offers wholesalers their greatest profit opportunity for the 
1941 lighting season because every fluorescent user will want their unequalled efficiency 
for new or old installations. Normal deliveries are assured as glass is not on the Priorities 
Critical List and its use conserves metal. A few minute demonstration will clinch every 
sale! Be first in your locality to cash in. Call your local Permaflector Representative or 
write direct to our Pittsburgh office today. 


PITTSBURGH REFLECTOR CO. WS-9-41 
403 Oliver Building 
Pittsburgh, Pa. 


Pleas sh lete « on No. T-11 
Four No. T-11 PERMAFLECTORS mount- PERMAFL EGTOR fw ell be amps 
ed on KO-41 Strip with 40-watt, 48-inch 


F Lamp Name 
Firm 


Address 
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operations must be carried on by 
such local interests as_ utilities, 
wholesalers and dealers. Accord- 
ing to ALEA headquarters, word 
has been received from a number 
of localities assuring such follow- 
through participation. 

The market at which this activ- 
ity will be directed is one really 
worth going after. Recent author- 
tative surveys show that 79 per 
cent of fixtures now in use—or 
disuse—in American homes are ob- 
solete. The majority of these fall 
in the “Rip Van Winkle” classifi- 
cation—bare-bulb, obsolete fixtures 
that have been asleep on residential 
ceilings for many years. Compared 
with them, the new Certified, de- 
sign-approved fixtures, giving soft, 
shaded light and serving as attrac- 
tive decorative ornaments even 
when unlighted, are positive reve- 
lations in lighting and decoration. 
Preliminary market researches show 
that these new fixtures are wanted 
by homemakers. Which means that 
they will really sell. 

The same surveys show that the 
average home has 12.2 fixtures 
Naturally, it is impossible to esti- 
mate the number of families that 
will throw out all of their old fix- 
tures, and replace them with the 
new Certified units, but test experi- 
ences show that the idea of com- 
plete light-conditioning can be sold 

~is being sold. And a complete 
light-conditioning job results in the 
sale of several fixtures, as well as 
adaptors or modernizers and_ port- 
able lamps. 

In the new homes field, the pic- 
ture is bright in spite of the crying 
needs of the national defense pro- 


There’s a market for attractive bedroom fixtures. Cooperation 
with local painters and decorators often 
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It’s easier to sell certified lighting fixtures and portable lamps 


uncovers it. that fit the ngeds of the room and its occupants. 


gram. According to Investors Syn- builders) have been constructing 


dicate, new-home building hit an homes on what might be termed 


eleven-year peak in 1940, with the “Re AR Bring Your Own 
demand increasing steadily. New Lighting—hasis. It has been the 
homes built in 1940 exceeded by 9.1 general practice of these builders to 
per cent the number built in 1939. omit the ceiling outlet from the 
The 1940 yolume was _ ten-and-a- living room; sometimes leaving it 
half times that of 1934. The year out of bedrooms, as well. real 


1941 has seen the upward trend disservice to the house purchaser is 


continue, with defense housing the result. Without ceiling fixtures. 


creating an important additional the room must rely upon portable 


market. lamps, which in turn must assume 

Wholesalers and their salesmen the entire lighting burden. The 
need not be fruit fanciers to recog lighting practice most ay iy by 
nize that here is a plum which is lighting authorities is that of bal 
just right for the picking. Nor will anced illumination, aaa ol 
they overlook the fact that every general light for general seeing, 
fixture installation brings with it plus localized light for close seeing 
the sale of lamp bulbs, wire, and \fter a house is built, it is only 
wiring devices. But they should be with considerable trouble and ex 
realistic enough to appreciate the pense that a home owner may in 
fact that the plum will not fall into stall a ceiling fixture. 


their laps; it has to be picked. 

The picking is not difficult, if eo ; 
ge Fixture Promotion 
it is planned. Here are some 


Those who start early and plan al! 
les in advance will get the 


share of the certified resi- 


suggestions : 












C ontract-dealers 
>xture business and 
Bb sCOjE gate with it. It is a 
WfuSiness that can be sought 
?//becduse it carries with 
5 it the satisfaction of knowing that 


By and large, contractor-dealers 
are less  merchandising- ‘CONSCIOUS 


than they night be. That gs because 





to a large extent they a 


not merchants. The 
ighting service is being ren 


ction of evesight, 
cd (id) W/o to living com 
fort represeited by the new ALE 
\/UBitified fixtures is an sind 
sucly as not all industries are priv- 
ileged to have. The lighting indus- 
try has the opportunity; electrical 





wholesalers who handle 
their contacts with these customers: 
can be of great help to them in Pye} 
getting more fixture business. hats SL 
of all, they can help educate them to 
“trading up” by doing a selling job 





with house builders. 


wholesalers and their salesmen may 


Operative Builders 


Kor some years, operative build knowledge that it is eminently wort] 


ers (sometimes called “speculative” their while to do so. 


share actively in it, with the sure 




















By Don Julien 


hristmas Decorative Lighting 


ffers New Sales ()pportunity 


With buying power at high levels, Christmas lighting sales will 


continue to ride the upward trend set by last year’s increases 





\ST vear, the Christmas tree business, was the promotional activi- and the work of this organization, 
lighting industry reached its ties of the Decorative Lighting better known as Delga, are referred 
sales peak with an increase of Guild of America, an organization to more completely elsewhere in this 

around 20 percent over 1939. And supported by the manufacturers of issue, but it has given the industry 
while retail buying still is some Christmas lighting. The structure its first cooperative and coordinated 


weeks away, there already are the 
strongest indications that Christmas 
lighting sales this season will far 
exceed those of 1940. The increase 
will not be merely in dollars, result 
ing from increased prices, but will 


be in the number of units sold. For 
in spite of rising costs, the manufac- 





turers of this equipment already have 
booked the major share of the busi 





ness at last year’s prices. It seems 


inevitable that costs must go up, 


> 





but it is not believed that the in- 


. 1 . . . ’ . 
creases will be such as to even Independently owned gas stations will sell goodwill and spread Christmas 
Oe lee la o cheer more extensively than ever, with the help of lighted decorations. 

iyhtiy discourage buying. - - ana Tt . 
‘ F Private homes, apartments, office buildings are more willing to use exterior 
, holiday lighting every year—all good business for the electrical wholesaler. 
crease in volume are not hard to (Delga photos) 
find : 


The reasons for this expected in- 


1. Buying power is at an all-time 
high. Nearly 40,000,000 people are 
employed in non-agrarian pursuits, 
with the number constantly increas- 
ing and national income is higher 
than it ever has been. 

2. There is now, and will be even 
more so, a scarcity of things to buy. 
The electrical distributor realizes 
that he will not be able to supply the 
Christmas demand for many of the 
items in his line, and it is even worse 
in many other fields. It is believed, 
however, that all demands for 
Christmas lighting can be met. 

3. One factor, largely accountable 
for the large increase in last year’s 
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CHICAGO TRANSFORMER PLANT 


TURNING NIGHT INTO DAY 


Fluorescent Lighting Steps Up Production 
by Speeding Sight pe Lessening Fatigue 


Peak efficiency on all three shifts is required of today’s machines and their operators. 


Modern equipment pressed to unheard of output has reached a speed that necessitates 


helping the worker in every way to keep up with the defense speed-up. 


It has long been recognized that eyestrain is a leading factor in fatigue and that 
proper light speeds sight. It is little wonder that the major industries of the country have 
selected High Intensity Fluorescent Lighting, the closest thing to daylight, to cut the 


worker’s fatigue, to increase efficiency, and to keep him in tune with the present day pace. 


It has been the privilege of the Chicago Transformer Corporation to be a contributing 


factor to Fluorescent, the New Type Light, with increased efficiency and economy. 


YRMER 


CHICAS O 
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<« are THE REASONS 


ultra- 





1. Hanovia Sun Lamps produce more 
violet than any other sun lamps. 

4. The mercury arc burner in Hanovia Sun 
Lamps produce all 12 bands of effective 
and beneficial ultraviolet. 

3. Hanovia Sun Lamps are guaranteed to 
give superior performance. 

| QUESTION 4. Hanovia Sun Lamps ‘cradiate the entire 

CORE body. 

5. Hanovia Sun Lamps are sturdier in con 





iW ha S 
f is the ty orl l ft 1 t 1 
as ne ane 

most popula un I ! y 
’ sua? AM p: 





struction and last much longer. 
Wh 

| Home Sun Lamp produces th 6. Hanovia Sun Lamps are the original ultra- 
greatest = s the ' ; 

| est amount of ultraviolet rays? violet lamps developed to their present 


high efficiency through 35 years of re- 
search and experimentation. 





| What Sun Lamp emits all 12 eff 














| sins iain | | 
raviolet ray bands? 7. Hanovia Sun Lamps are especially bene- 
ficial to children - - '° expectant an 
" 
‘hat Sun Lamp is guaranteed aursing mothers, to convalescents; I" 
give ae x eed to i \ 
give superior performance brief, to all men, women and children 
— | who are well and want to stay WS |. 
rat Sun Le > . \ | 
ann ae imp requires a mini- g. Hanovia Sun Lamps are recognized as 
»VPOSl > = 
pasate? posure for maximum the most efficient Sun Lamps made - - 
their superior performance results in per- 
What S : 
—— Lamp is a pleasure to sonal recommendations by their owners 
sell, bee , ‘ 
prt Bae it does everything so that one sale usually leads to others. 
for it--- and VOR i. : : 
tL. 9. Hanovia Sun Lamps provide a sub- 
Pits Sic Ries seiadinns stantial profit to the retailer - - and an 
e ecom- 


equally good profit to the wholesaler. 


mend to a possible user? 

10. Hanovia Sun Lamps are nationally ad- 
vertised, and ample sales promotion 
material - - illustrated folders, booklets, 
window display, comparative charts, 
etc., are furnished the dealers. 
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° ark. : ia Chemic . 
| se 4 ; 
Use this coupon for con al & Mfg. Co., 
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List prices $59. 50—$79.50 and $125.00 F.0.B Factory 
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\dvertising and promotional activity 
ind its program for 1941 is both 
more than 





broader and intensive 
the one that was so 
1940. 

4, Last, and perhaps most import- 
ant, is the unusual significance that 
iuttaches to Christmas this 
For nothing is more symbolic of the 
order we are striving to defend and 
preserve than the privilege, almost 
exclusive to America, of glorifying 
uur homes, our streets, our squares, 
our buildings, even our factories and 
our camps with color, and with light. 
Throughout the nation, 


successful in 


vear. 


Christmas 


lighting will be more than ever 
before, “a ceremony to drive home 
the truth that Liberty and Light 


dwell together” 

\ large number of the retail out 
lets through which this increased 
Christmas lighting business will flow 
are served, or should be, by 
cal wholesalers and it 
that the latter should be than 
ordinarily interested in this market 
For those who are, and 


electri- 
would seem 


more 


this season. 
or their salesmen, it will be helpful 
know of certain trends and de- 
velopments that will affect the busi 
ness this year, 
1. Quality and adequacy will be 
\merti 


“cheap” and 


more important than price. 
cans, inherently are not 
when they have the money, as they 
now do, they won't accept shoddy or 
skimpy merchandise. Specifically, 
it means that quality, 
made goods will be in demand and 
that sets of 15 and 25 lights, if 
pushed, can be sold almost as read 


\merican- 


ily as the minimum 7-light set 
there are lots of plus-sales Op 
tunities in the new _ bell-clusters, 
candoliers, wreaths, etc. 
The trend continues 
toward the multiple-light 


against the 15 


strongly 





volt sé 
This isn’t me 
original 


string 
with purchases. 


throw away their series seppaagnd 
replace them with the no A fp 
venient and satisfactory 
types. A wee bit of selling to the 
dealer, and by him to his customer, 
on the advantage of the 120 volt in- 
dependently-burning lamps will in- 
crease sales 

3. This will be a poor 
inferior, 


year for 
foreign-made Christmas 


tree bulbs, particularly those coming 










We + Pe tors. 
g. 
rigin , | up, 
. - . - 
year an increasing number of use 


rp 
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from a country openly hostile to ow 
ways of life, our standards of wages 
and living, and everything that an 
American Christmas signifies. Sur- 
that when purchasers 
realize they are being offered a for- 
them refuse it, 


veys show 


eign bulb, most of 
regardless of price. 

Perhaps its too much to expect 
a dealer to warn his customer that 
the imported bulb averages only } 
or + the life of the American-made 
product, that the imports start “pop 
as soon as they are put 
and o it the manufactur 
support of a 


ping-out”™ 
on the line, 
ing profits go to the 
foreign war atom that constantly 
threatens us. But this year the pul 
lic is going to be told that story and, 
knowing the facts, the public isn’ 
going to feel kindly toward the met 
chant who tries to sell it foreign 
made bulbs. 

There is a growing recognition 
of the 
tunities that 
offers to dealers who have a service 
to sell 
trical dealers, hardware stores, elec 


extraordinary sales oppor 


Christmas — lighting 
and particularly to elec 


trical contractors, repair concerns, 
et al. Selling 


Christmas lighting is right in their 


interior decorative 


line and furthermore anyone who 


comes into the home to install an 
outlet, to fix a leaky faucet, or to 


repair a refrigerator also can do a 


job of selling exterior Christmas 


decoration . . . in fact more and 
more of them are doing it. 

It's not a difficult task, 
are thousands of 


but there 
homeowners, too 
busy, or too feeble, or too lazy, to 
get out a ladder or climb trees and 
es to hang up Christmas lights. 
calling on dealers who 
pe of service can 
fhaf a nice Christmas 


be had by setting them 


11 
Bong Christmas 


1e 










exterior 


natural events 


plus 






ctivities of the set 
 # ii a manutac 


e ities, the Junior 


= y . 
Ri ky irers, t 3 > 
yMabers of Commerce i leading 


ee ul magazines, ali coordinated 
po merchandized by the Decorative 
Lighting Guild of America, are go 
ing to create unprecedented demands 
for Christmas lighting. 

The market is one that warrants 
the serious consideration of every 


electrical wholesaler and his sales- 








In all towns, big and small, colorful 
night decorative lighting on public build- 
ings is easily sold—to blaze forth full 
blast before and during the holidays. 
The wholesaler should work with the 
local contractor to sell it. (GE photo) 





sales get 
your :etatlers to set up their Christmas 


For faster selling and bigger 


lighting displays where floor traffic is 


heaviest. Noma _ photo) 


men, regardless of how they may 


have felt 
in the past. Therefore, to 
J 


foregoing suggestions will be 


about Christmas lighting 
follow the 
found 
helpful in broadening dealer repre 
sentation and building larger sales 
volume plus extra profits 












ATISFACTORY lighting in 

either commercial or residen- 
tial interiors depends upon the in- 
stallation of lighting equipment 
that is engineered to furnish effi- 
ciently the quantity and quality 
of illumination required for the 
particular application and to dis- 
tribute it properly. The good ap- 
pearance of the equipment is also 
a consideration. Sturdy construc- 
tion is necessary for good service. 


Art Metal lighting equipment for 
engineered illumination is de- 
signed and made with a full 
recognition of these requirements 

nothing less can give the same 
complete satisfaction. 


To permit fitting the lighting ex- 
actly to the varied conditions met 
with in lighting stores, offices and 
other commercial interiors, the 
scientifically engineered Art 
Metal lighting equipment in- 
cludes: (1) the incandescent semi 
and total indirect line; (2) the new 
OPTICAL SYSTEM OF DIRECT 
ILLUMINATION employing an 
optically-corrected plano-convex 
lens designed on the Fresnel 
principle; (3) the new ENGI- 
NEERED FLUORESCENT line for 


general and specific illumination. 
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THE ART METAL COMPANY 
1814 East 40 St. Cleveland, Ohio 
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All Aboard! For a 


LENS-EYE VISIT 


to Fleur-O-Lier and R. L. M. sponsored 


Fluorescent Futurama 


HE Fluorescent Futurama, a 
Tenestenty organized exhibition 
of the latest developments in Certi- 
fied fixtures for fluorescent lighting, 
has just completed a triumphal tour 
of four-day shows at fifteen cities. 
It was presented by the Fleur-O- 
Lier Manufacturers and members of 
the R-L-M Institute, supplemented 
by exhibits from Electrical Testing 
Laboratories, Westinghouse 
General Electric. 

\ttendance was phenomenal in all 


and 


cities, considering that the shows 
are strictly commercial exhibits and 
have for their prime object the bet- 
ter education of the business, store 
and school groups. 

Most eager in their appreciation 
of the show were architects, plant 
store contract- 
ors and jobbers and distributors of 


executives, owners, 


lighting equipment whose customers 


and prospects from hundreds oi 


miles distant attended the shows. 
Interest displayed was thrilling to 


the exhibitors, most of whom 


emerged from each Futurama with 


substantial orders. In fact it is esti 


mated that several million dollars’ 


worth of new fluorescent installa- 


tion resulted. 


\ttendance records of the 15 


cities were as follows: Baltimore 
2,543; Buffalo 1,975; Charlotte 
1748; Chicago 3,552; Cincinnati 
2,377; Cleveland 200; Detroit 


2,674; Kansas City 1,224; Milwau- 
kee 1,660; Minneapolis 1,798; New- 
ark 2,239: New York 2,493; Phila- 


delphia 2,345; Pittsburgh 1,757; 
St. Louis 2,500. 
Sixteen more Futuramas are 


planned for this fall with the sched- 
ule probably including cities the size 
of Rochester, Svracuse, Hartford. 


Photos from top down—Miss Fluorescent, Philadelphia, greets George E. 
Whitwell, Philadelphia Electric Co. and Wm. F. James, president, Chamber 
of Commerce—Interested lighting prospects see what's available in approved 


fluorescents—In Pittsburgh 
visitor at Baltimore show 


they 


are filing by 
guesses light his eyes need for easy seeing. 


the registration desk—A 


Li recorder says he’s poor guesser, doesn’t win cigar—Gals pin a rose 
Light d h d t Gal 


on coat lapels as electrical men pass registration desk. 


-_ f 















LENS-EYE VISIT 
to the 
FLUORESCENT 
FUTURAMA 


BALLASTS 
STARTERS 


ea 
PRU write . oe 


ww is : 


. 
ss AP ac 3] 
Lighting trends and developments, no doubt, are a part 
of this discussion in the Curtis booth. In -the back- 
vround, the Gill Glass exhibit. 





— 
ey <. 


os *ttreye d a 


Hlarry Ingraham (sighted over the hat of the feminine 


visitor) holds the attention of his audience, explaining 
features of Holden units. 


oie! 


Difference between MAZDA F and filament lighting as 
, pe ae 


lor quality and heat are bewme demonstrates 


Hlibben, Westinvhouse 


Visitors at the Philadelphia Futurama settle an impor- 
tant problem. In the background appears the exhibit 
of Gruber fixtures. 





% 3 





4 corner of the Futurama in Pittsburgh, with the 
Benjamin booth in the foreground. Visitors generally 
took in the show from start to finish, 


" 


BALLASTS 
STARTERS 


“Tiny” Jeffrey, Silvray, goes through some real acro- 
hatics in ¢ nonstrating a sales point to several in- 


terested Futurama visitors. 





Which of these applications of 
G-E Neon Glow Lamps can you 














Test Lights we 
As test lights, ed 
lamps answer quest! - 
about doubtful et 
larity, D-\- 
ay 2 prequency > etc. 









Night Lights 
Glow lamp ™ 
a as a t light 

















home, '®= 
around = bathroom, 
Exit Lights thebevureery. A erect 
sprayedneonGlow and 1 in the sick 
Red-spr rovide excel- convenience 
P room. 























lent 
7 Panelboard Indicators 
elboard indica- 
As Paependability an 4 
long life of Glow lamp’ 
hem useful to 
















Wall Switch indicators 


s not oO 
Glow larewhether the 




















l 
e 


isso 
poooooggl 


asqeorge? 

















k on 
n motor 
shaft rotating — 
stroboscop!¢ light fr - 
Glow lamps, ot c 
be measured easily. 







hi 
the trouble w 
trical appliance 
to operate. 


s refuse 



























AS A WHOLESALER you can sell General Electric Neon Glow 
Lamps to nearly every customer you call on... whether he 
manages an office or apartment building, or whether he runs 
a store or a factory. 





TYPICAL G-E NEON GLOW LAMPS 


Of course, you can sell manufacturers of electrical equipment 
G-E Neon Glow Lamps to provide their products with extra 
sales features, some of which are suggested in the illustra- 
tions shown above. You can also sell these same manufac- 
turers G-E Neon Glow Lamps for use in their factories for 
fire alarm stations, glue pots, soldering irons, and exit and 
signal lights. 

And when you call on apartments, office buildings, stores, or 
public buildings, there’s plus business waiting for you when 





1-4% 
— 1/25th and \4 watt 


id 1/1l0th watt 


- we ; . S-14 
you sell glow lamps for use as exit lights, in signal systems, 8,219, 2 watts 
and in larger buildings as indicators for fire alarm stations. G-E Neon Glow Lamps are rugged, long-lived, and de- 
> : ° ° ° pendable. They withstand shock and vibration to an 
For the latest catalog sheet with full information, and a folder unusual degree ound anene he aothieaoel to voltage varia- 


tions without greatly affecting either life or light output. 








suggesting 24 uses for these lamps, write the address below. 





NELA SPECIALTY DIVISION, LAMP DEPARTMENT 


GENERAL @ ELECTRIC 


410 Eighth St., Hoboken, N. J. 
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LENS-EYE VISIT 

to the he ih 
FLUORESCENT 

FUTURAMA nt tes te re 


"ON SSM: Somat ea ay ‘| 


Spero representative delivers an impressive array 
attentive listeners at the Kluorescent / 
’ furam t Pittshureh 
Two visitors go into the details of the new Art Metal ; sheesived . 2 
hleur-O-Lier, appreciate the unusual opportunity for 


closeup examination of fixtures 


) ae 
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‘How to make a profit 


It's good business to sell and to make a profit—but it's 
l better business to make that profit “stick’’—to build good- 
will and to get repeat business! That's why you can sell 
MITCHELL Fluorescent Lighting with confidence. You know that 
MITCHELL'S sales policy protects your profits . . . that MITCHELL 
quality safeguards your reputation. You make a profit and keep it. 


and Keep it..!” 


SOME STRAIGHT THINKING 
ABOUT FLUORESCENT SELLING 








9 MITCHELL is Better Fluorescent Lighting—and you can prove 

it! Only MITCHELL Fixtures carry this sales-getting Triple- 

Label: (1) Fleur-o-lier Certification; (2) Underwriters’ Approval: 

(3) MITCHELL’S own Complete Guarantee—a powerful 3-Way 

Guarantee that SELLS your customers. It takes this kind of backing 
to build your Fluorescent business and profits—and keep them! 


Wiititeclt 


FLUORESCENT FInTURES 


It takes machines like these and the 4 Selling MITCHELL Better Lighting (de- You'll want to sell the line that’s com- 


best men in the business back of them 


signed better, engineered better, built plete—that has the right fixiure for 


to build MITCHELL’s better fixtures— better) is a sur@ way to get hearty every kind of installation. MITCHELL 
and better fixtures mean easier sales and customer handshakes and repeat business. is the complete quality line. Send for 
more profits. The men who know the You can’t afford to risk your reputation or Pocket Catalog No. 240 ... it shows these 
fluorescent business best appreciate the con- your customers’ good will with inferior fixtures—Best Sellers all—that earn you the 
sistent and superior quality of MITCHELL products. In the long run, you play safe profits you've a right to expeci—profits you 


products. with MITCHELL. 


MODEL NO. 2026 


can keep! 


MODEL NO. 2026. 235 WATT 

INDUSTRIAL UNIT. Uses 

two 100-watt, 60-inch lamps. MITCHELL Fluorescent Fix 
aogerase ballasts -_ start- tures are sold only through 
ers. eavy-gauge, vitreous : : 
steel housing; closed ends; Franchised MITCHELL Light 
triple-coated white vitreous ing Division Distributors. 
porcelain enamel reflector. 

List Price, $39.95. 


MITCHELL oi cist: csc. 


“‘A GREAT NAME IN LIGHTING’’ 
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Wired LINE-O LAMPS 


Nits WITH REFLECTORS 


SINGLE, pouBLE OR TRIPLE U 






















AMPS 
GLASS ENCLOSED LINE-O-L 





PS 
LAMP UNITS AND LINE-O-LAM 


SS 


4 LAMP UNITS WITH EN 


SS 
JAL USE 
; T WIRING SYSTEM FOR INDUSTR 


No. 3000 AS A MULTI-OUTLE 





to handle a majority of modern 





FLUORESCENT LIGHTING INSTALLATIONS 


A complete, flexible, thoroughly engineered Lighting 
and Wiring System for Fluorescent. 

This, we believe, is the first truly universal SYSTEM of 
interrelated lighting and wiring equipment designed to 
cover the great majority of all fluorescent lighting require- 
ments. 


Most electrical contractors are already thoroughly 
familiar with the Standard Wiremold No. 3000 Channel 
and fittings. Starting with this Channel, as shown in the 
illustrations, reflectors, enclosures and other accessories per- 
mit practically unlimited scope in designing complete Fluor- 
escent lighting layouts exactly fitted to individual needs. 

We shall be glad to send you further information on 
any or all of the interesting applications of the Wiremold 


“ 3000 System”. 


Our Engineering Service is available for your assistance 
in laying out and suggesting proper installations. Send 
sketch with detailed information of areas to be lighted. 


THE WIREMOLD COMPANY, HARTFORD, CONN. 
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CHAMPION 


VJ 





| FLUORESCENT - INCANDESCENT 
| Since 1900 
| 





Champion Lamps give you everything you need 
to land those new lighting jobs you’re missing 
now: (1) a complete line of Fluorescent and 
Incandescent Lamps (2) made to the highest 
standards of controlled quality (3) by a well- 
known and reliable organization that has 


specialized in the manufacture of lamps for 





Champion Fluorescent and Incan- you out front with the best buy (5) and brings 
descent Lamps are licensed under 


over 41 years (4) plus a sales policy that puts 





General Electric Company's in- in more lamp sales and profits month in and 
candescent and electric discharge 
lamp patents. They meet your month out. 


customers’ most exacting stand- 
ards of performance; help you to 
hold as well as win the business. It will pay you to check with Champion. 


CHAMPION LAMP WORKS @@ 


Lynn, Massachusetts | 
A DIVISION OF CONSOLIDATED ELECTRIC LAMP CO. 
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They Pave The Road 


To Better Light 


N () other industry in America, nor in the world, bene 
fits from the activities of so many different co- 
operative groups as does the lamps and lighting branch 
of the electrical industry. 

With one exception each of those groups devotes its 
efforts to only one or maybe two segments of the field 
but all have as their basic objective the advancement of 
the cause of BETTER LIGHT as the means to BETTER 
SIGHT and MORE SEEING. 

One group—The National Better Light-Better Sight 
Bureau—is active in every field that is involved in the 
progress of good lighting in all its ramifications 

Only comparatively few wholesaling executives, and 


still fewer salesmen, are fully aware of the infinite 


fl 








amount of good work that has been and is now being 
done by these different groups. Few appreciate how 
very definitely their efforts have paved the way to 
broader public acceptance of better standards of lighting 
in every field of application—with resulting increases 
in sales of lamps, lighting equipment and current. 

None appreciate fully the magnitude of the debt that 
the industry owes to those groups. 

In recognition of the great value of their work, and 
as a slight token of our appreciation, we present here 
in brief, either a historical sketch or a summary ol 
current activities of those major groups that are actively 
promoting the cause of better lighting on a National 


scale.—Tne Epiror. 





RLM 


Industrial and Utilitarian Light- 


constructive and 
the lighting field. 


established, and by members of the indus terested organizations and its activities 
try gained recognition as one of the most 


must always be conducted in the publi 


valuable influences in interest. This is the function of the RLM 


Standards Institute, which works in clos« 


ing—RLM Stands for Reflector 


and Lamp Manufacturers. 


lo devise ways and means for protect 
ing the public against buying inefficient 
and eye-straining lighting equipment a 
group of industrial reflector manufaettifers 
met with some lamp manutgetifers twenty 
vears ago. 

Immediate cause of th® emergency was 
the then-new type “C” lamp whicly had 
just superceded the old type “B". With 
its unprecedented white brillianey the 
type “C” not merely marked a n@w eta 
in the art of lighting but it created a need 
for new types of reflectors ghat)4vouwd 
guide its brilliant rays © \reatest \ nse+ 
fulness, but provide ample \pretettion fo 
the eves. Otherwise the use of those NEW 
lamps might well have beconie the source 

eye strain and actual permanent injaity 
to the eyes, rather than a boon for better 
lighting 

Result of the meeting was a new design 
ot reflector which was christened Reflex 
tor and Lamp Manufacturers Standard 
Dome Reflector—RLM for short. 

Through the years the group moved 
long sponsored new developments, 


iarded jealously the standards it had 


In 1936, the group incorporated as the 
RIM Standards Institute Inc., an organi 
zation not for profit, with the following 
companies as charter members: Benjamin 
Electric \fe. Co.: Goodrich Electric 
Company; Jones Metal Products Co.; 
TheeMiller Company ; Quadrangle Manu 
fa¢tuging Company: Westinghouse Elec 
tric and Manufacturing Co.; Wheelet 
Refl€ctor (Company 

Outline of the plan which represents 
the backbone of RLM activities was sup- 
plied by R. W. Staud, President of RLM 
Standards Institute Inc., in an address 
before the Committee on Lighting Service 
at ‘the. 33rd\ Amnual Convention of the 
Uluntinating, Engineering Society at San 
Rraneises, ~Cal.. Aug. 25th 1939. We 
quote from that address 

FIVE SBLEMENTS OF RLM SPECIFICATION- 
CHRTTRICATION PLAN: Five basic elements 
Constitute the RLM specification and cer- 
tification plan and these same elements 
are also found in other similar plans 
which have been subsequently formulated 
or adopted in this or other industries. 
hese are 

1. An agency to develop and promul 
gate standard specifications for lighting 
equipment. This agency must have the 
recognition and acceptance of other in 


cooperation with the Mazda lamp manu 
facturers, National Electrical Manutac 
turers Association, Illuminating Engineer 
ing Society, Better Light-Better Sight 
Bureau and other agencies and organiza 
tions. Ultimately standard specifications 
developed by the Institute may be sub 
mitted to the American Standards As 
sociation for acceptance as American 
Standard. 

2. An independent testing laboratory 
authorized to make periodic inspections 
and tests of the products of manufa 
turers to assure continued compliance: 
with these specifications. This is carried 
on by Electrical Testing Laboratories 
which has the authority under the RLM 
Inspection and Certification Contract to 
enter the plant of any participating 
manufacturer at any time for the purpos« 
of making inspections and tests. The In 
spectors of Electrical Testing Labora- 
tories are authorized under this contract 
to select samples at random from. the 
stock of the manutacturer and make tests 
on his premises or forward sucl 
to the Laboratories. 

3. A certificate of compliance which 
all manufacturers whose products are 


1 samples 


found to meet these specifications and 


who comply with the other requirements 
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ff the inspection certification contract, 
are authorized to affix to their products. 
This certificate of compliance, obtainable 
only from the Electrical Testing Labora- 
tories, is Commonly known and referred 
to as the RLM label and reads: “Com 
pliance with specifications under approved 
inspection procedure of RLM Standards 
Institute Certified by Electrical Testing 
Laboratories.” 

4. A contract entered into by the Insti- 
tute and Electrical Testing Laboratories 
with the individual manufacturer who 
desires to make his product in conform- 
ance with the published RLM specifica- 
tions and to participate in the certification 
program. In this contract the manufac- 
turer agrees that the affixing of the label 
to his product constitutes a “Warranty 
of Uniform Quality’—a warranty that 
all reflectors so labeled are manufactured 
in accordance with the RLM specifications 
and also agrees to other rigid provisions 
designed to maintain the integrity of the 
RLM standards and the RLM certificate 
of compliance. The contract also pro- 
vides for an equitable basis for sharing 
the cost of administering this plan. Fail- 
ure to comply with the specifications or 
violations of other significant provisions 
of the contract results in the withdrawal 
of the right to affix the label and finally 
in cancellation of the contract. 

5. A program of information and edu- 
cation to explain the meaning of the RLM 
label and the benefits derived from this 
plan to all those who design, specify, sell, 
install and use industrial lighting equip- 
ment. 


IAEL 


Leagues Boost All Lighting 
IAEL Goes for International 
Association of Electrical 
Leagues 


Within the areas in which they operate, 
Electrical Leagues have been important 
factors in introducing fluorescent lighting 
on a sound basis. The need for proper 
understanding of the characteristics of 
lamps, luminaires and auxiliaries, funda- 
mental to the design and installation of 
jobs which would take full advantage of 
the new light source, was recognized 
soon after its introduction. 

It led to conferences and schools for 
contractors and salesmen, conducted by 
agues in Philadelphia, San Francisco, 
Chicago, Salt Lake City, Pittsburgh, 
Washington, Trenton, Rapid City, New 
‘ork, Rock Island and Minneapolis. In 
addition to explaining the “why and how” 
of fluorescent lighting, many of these 

iferences discussed proper sales ap- 
proach, typical industrial and commercial 
applications and other subjects. 

More recently, maintenance and service 
problems have come in for increased 
ntion in educational activities of 
Leagues. The Northern California Elec- 
trical Bureau, San Francisco, has taken 
lead in this work with a two-part 
gram designed exclusively for jour- 
men electricians and building mainte- 
nance engineers. More than 600 have 


already attended these meetings. 
Che Electrical Association of Philadel- 
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phia recently sponsored an all-day in- 
dustry conference on Infra-Red applica- 
tions, which drew an _ attendance of 
nearly 300 to Franklin Institute. Non- 
technical presentations and demonstra- 
tions enabled electrical contractors, whole- 
salers’ salesmen, utility employees and 
paint, varnish and ink interests to obtain 
a clear picture of the principles and 
applications of Infra-Red, and tell a com- 
mon story to the prospective customer. 
A similar educational conference for con- 
sumers is the next step planned. 

In the field of incandescent lighting, 
where the need for educational ground- 
work is not so pressing, Electrical 
Leagues concern themselves more directly 
with sales promotion. Sales contests are 
conducted periodically by several leagues, 
offering bonuses on a point basis which 
is indicative of the quality of the in- 
stallation. During the contest period, 
additional support is usually given sales- 
men by the League through direct mail, 
special fixture displays, etc. Leaders in 
this type of effort have been the Electric 
Association of the Niagara Frontier, the 
Electrical Association of Philadelphia 
and the Electrical Association of New 
Orleans. 

Practically all leagues include resi- 
dential lighting in their schedule of pro- 
motional activities, but the most out- 
standing job being done is probably that 
of the Electrical League of Cleveland, 
whose president, J. E. North, was chair- 
man of the National Better Light-Better 
Sight Bureau from March 1939 to March 
1941. In addition to a substantial staff 
of home lighting advisors, calling on 
homemakers in the interest of members 
dealers throughout the year, concentrated 
promotional activities are conducted each 
spring and fall in behalf of better lighting. 


ALEA 


Residential Lighting — ALEA 
Stands for American Lighting 
Equipment Association 


(Quick Facts on the ALEA Program 
and Its Objectives.) 


Better looking, better performing resi- 
dential lighting fixtures, more actively 
promoted by the trade and _ intelligently 
advertised to the public—That, in essence, 
is the operating program of the American 
Lighting Equipment Association, an or- 
ganization formed in December, 1939, 
and composed of nearly a score of manu- 
facturers of residential lighting fixtures 
who produce approximately 75 percent 
of the total of such merchandise made in 
the U.S.A. 

Of particular significance to electrical 
wholesalers and their salesmen is the 
ALEA _ Specification-Certification —pro- 
gram adopted last year. 

The ALEA specifications incorporate 
“The Recommended Practice for the 
Illumination Performance of Residential 
Luminaires,” formulated by the Illumi- 
nating Engineering Society. They also 
incorporate the mechanical, electrical and 
safe construction requirements of the 
National Board of Fire Underwriters. 
Rigid tests of conformance to those speci- 








fications are made by the Electrical Test- 
ing Laboratories, and are periodically 
checked by them. 

Further, each fixture submitted for 
certification is subjected to a critical 
examination of design appearance by Mr. 
William A. Kimbel, noted design author- 
ity and former president of the American 
Institute of Decorators. Only. those fix- 
tures which pass these tests may bear 
the A.L.E.A.-E.T.L. identification tag. 

This certification plan is the first effort 
in the history of the lighting fixture 
industry to produce such certified, design- 
approved, residential lighting fixtures. 
The plan assures the Americans public 
of the benefits of the best of current 
thought and opinion on lighting design 
and performance. The first of these fix- 
tures appeared on the market last spring. 

The coming fall months will see the 
ALEA certified fixture program pro- 
moted through national advertising by 
ALEA as well as by the MAZDA Lamp 
manufacturers, utilities and others in the 
industry. 

All electrical wholesalers and _ their 
salesmen have a stake in the ALEA pro- 
gram because the promotion of certified 
fixtures means not only the easier sale 
of the fixtures themselves, but also that 
of lamp bulbs, conduit, wire, and all the 
other wiring devices and equipment in- 
volved in the installation of lighting 


DELGA 


Decorative Lighting—DELGA 
Short for Decorative Lighting 
Guild of America 


It is doubtful if any Industry has as 
many ... and as successful . . . coopera- 
tive or group activities as the lighting 
industry and the newest and perhaps the 
most unique of these is the Decorative 
Lighting Guild of America. 

The functions of the guild, often re- 
ferred to as DELGA, as stated in its 
announcement prospectus are: 

1. To promote the greatest use of 
Christmas lighting. 

2. To find and popularize new uses for 
decorative lighting sets. 

3. To create a consumer preference for 
American-made decorative lighting prod- 
ucts. 

Financial support of Delga’s activities 
comes from the manufacturers of Christ- 
mas lighting equipment, and only a small 
fraction of the industry is not currently 
participating in the guild’s educational 
and promotional program. The program 
itself is being directed by Foster and 
Davies, Inc., of Cleveland, an advertising 
agency well known to the lighting indus- 
try for the work it has done with the 
I.E.S. Better Sight Lamp Makers and the 
Fleur-O-Lier Manufacturers. Handling 
the work for Foster and Davies is Don 
Julien, who for a number of years has 
been identified with advertising and sales 
promotional activities in electrical manu- 
facturing and wholesaling fields. 

Contrary to usual practice, Delga does 
not seek to create any brand or “tag’’- 
preference in favor of the manufacturers 
who support it. Because it represents 
so large a portion of its industry it is 
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Trade Mark Reg. U. S. Pat. Office 


MASTERPIECE 


Another Fluor-O-Master _ first! 
This magnificent unit diffuses 
light glarelessly through un. 
breakable plastic shields that 
look like frosted glass but are 
pliable as fabric. Exquisite end- 
crowns of translucent onyx-like 
plastic help avoid blind spots. 


FILTERED T RU A Available flush mounted or with 
SIEVE OF PLASTIC tamr mode. 2.0.0 D.C Als 


lamp models, A.C. or D.C. Also 
with louvre bottom for intensely 
concentrated downward illumi- 
nation. Ideal for offices, stores. 
showrooms, lobbies, all types o! 
commercial installation. 








2000 West Fulton Street Chicago, Hlinois 


































coutent to concentrate its efforts toward 
broadening the total market, realizing 
that the few non-supporters are getting 
a “free ride,’ but not worrying much 
about it. 

And in its promotional technique, 
Delga differs from most other compar- 
able groups. While it advertises over 
its own signature, Delga seems to believe 
that one of its most productive functions 
is to assist others who have a natural 
interest in Christmas Lighting to do a 
more complete promotional job. Thus 
it makes mats of newspaper ads, art 
work, publicity releases, contest ideas, 
etc., available to lighting companies, and 
to civic and service bodies. It renders 
similar aid to the Unitel States Junior 
Chambers of Commerce, the country’s 
most aggressive promoters of Christmas 
lighting. It cooperates with the editorial 
staffs of national publications and local 
newspapers to give them the latest and 
newest in Christmas lighting ideas anil 
products. In the Delga ope-ation, there 
are no paid executives, no office or clerical 
expense, no “overhead.” All the revenue 
is applied to the creation of ideas and 
materials to promote decorative lighting, 
and the effectiveness of this program 
is evidenced by the fact that last yea 
ooperation was forthcoming from people 
outside the guild in an amount ten times 
greater than the guild’s own expenditures 


IES 


Floor and Table Lamps—l.E.S. 
Better Sight Lamp Makers 

I. E. S. Better Sight Lam» Makers 
announce an aclvertising campaign for 
fall that in continuity and comprehen 
sives knocks all previous I. E. S. fall 
ampaigns into a “cocked hat,” as it 
vere, and creates an unusual and stimu 
lating opportunity for all 
ind dealers, because it is a continuous 


wholesalers 


hree months’ campaign with no let down 

The list of magazines, given below, 
includes 23 magazines with a grand total 
f over 120,000,000 impressions, by which 
is meant that if every copy of the ad 
vertisements circulated for the period of 
advertising campaign were stacked, one 
on top of the other, it would make 120, 
000,000. However, it is figured it renre 
sents a monthly circulation of 40,000,000 
and that, by any count, is a lot of 
circulation. 

Certified I. E. S. table, floor and swivel 
arm lamps are featured in the smart new 
types which utilize glass and ceramics 
to enhance beauty. In the advertisements, 
me notices that strong emphasis is placed 
upon the value of the certification tag as 
a guide to lamp purchasers. The tag 
signifies compliance with 54 specifications 
f the Illuminating Engineering Society 
in the interest of better service and better 
light, and is a “badge of honor” that tells 
you it’s a good lamp and good value! 

Advertisements are closely fitted to 
social groups covered by _ publications, 
each advertisement featuring a model 
lamp, and as there are a number of 
advertisements this gives a chance to 
reflect an excellent variety of the current 
lamp makers’ genius: in table and floor 
lamps there is a dominating presentation 
of the Certification Tag. 

Salesmen are urged to get dealers to 
feature Certified I. E. S. lamps during 
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the three months’ drive, during which it 
is estimated that every wired home in 
America will receive the I. E. S. messag« 
several times. 

Special attention is paid to Christmas 
business and I. E. S. lamps are featured 
as brilliant gifts both to the family and 
individuals in the family Dad, Sis, 
the boy and the Mother. Everyone needs 
better light for better sight. One way to 
be sure of it is to buy Certified I. E. S. 
lamps identified by the Tag. 


Better Light Bureau 


For Better Lighting Everywhere 
—The National Better Light- 
Better Sight Bureau, H. P. J. 


Steinmetz, Chairman. 


Out of the economic doldrums of 1933 
came the National Better Light-Better 
Sight Bureau—organized through Edison 
Electric Institute by utilities, lamp manu- 
facturers, optical interests, and many 
other groups whose business and interests 
make some contribution to eyesight con- 
servation. For the first time, national 
coordinated promotion was brought to 
bear on the problem of making consumers 
conscious of the value of eyesight and 
the important part that adequate light. 
and approved lamps and fixtures play in 
providing better seeing conditions. 

Now in the eighth year, the 
has steadily made progress in these 
objectives. The public has proved its 
receptiveness but the bottleneck has been 
lack of full appreciation of the possibili 
ties in the national coordinated program 
by all electrical interests. Constant edu 
cational activities are needed to capitalize 
to the greatest extent on sales opportuni 


3ureau 


ties. 

No single phase illustrates the com 
prehensiveness with which the Bureau 
endeavors to stimulate action as clearly 
as does the series of lighting promotional 
materials periodically made available to 
utilities, department stores, wholesalers 
and dealers. Lasting sales to customers, 
who appreciate the eve comfort of modern 
lamps and fixtures, are made possible by 
these sales aids because of their proper 











blending of the educational and sales 
appeals. 

Heading the Bureau's list of promo- 
tional aids for 1941-42 is a 16 mm full 
color talking motion picture, stressing 
the importance of easy seeing, and the 
part played by Better Light in increasing 
speed and comfort of vision. 

Three sound-slide films, on residential, 
industrial and commercial lighting, show 
how modern lighting brings more com- 
fort to the home, increased production 
to factories and sales to storeowners. 
The films will be ideal for showings at 
club and group meetings, chambers of 
commerce, lodges, etc. Each film will be 
paralleled by a new consumer booklet, 
suitable for wide distribution. 

Several window and counter displays, 
employing action and flasher equipment, 
will be offered at low prices for these types 
of displays, due to savings made possible 
by large-scale production. Twenty news- 
paper advertisements, ten of the educa- 
tional, pre-selling type, the others on 
I.E.S. lamps, proper size bulbs, etc., are 
offered in mat form. 

Direct mail pieces, newspaper reader 
article clip sheets, and a new series of 
historical cartoons on light complete the 
Bureau's promotional program. A plan 


folder, with sample materials, prices, etc., 
is available on request to the National 
Better Light-Better Sight Bureau, 420 
Lexington Avenue, News, York City. 





Miller Company's 
Fifty Foot Candler Club 


The very thought of putting some- 
thing behind anything suggests PUSH. 
\nd that’s exactly the theme of this 
project according to Harry L. Har- 





Typical meeting of one of The Miller Company’s Fifty Foot Candlers. 








“STARTER SWITCHES 


The following starter switches, recently added to the Sheldon line, are not yet cer- 
tified by ETL. FS-5 for 4, 6, & 8 watts; FS-7 for 65 watts; FS-74 for 65 watts 
(4 contacts); FS-64 for 100 watts (4 contacts). 

Excellence of performance and unique precision have 
built for Sheldon starter switches its leading position in 
the fluorescent industry today. You, too, will acclaim the 
absolute dependability of this pre-tested quality starter, 
Licensed under Westinghouse Elec. & Mfg. Company’s 
patents Nos. 2,200,443 — 2,228,210. 


Write for full details 


SHELDON ELECTRIC CO. 


76-82 Coit Street, Irvington, N. J. 


Chicago Office: 626 W. Jackson Boulevard 
Canadian Agents: Weiss & Biheller Can. Ltd., 51 Colborne St., Toronto 








rison, director of advertising a1 
sales promotion, The Miller Compan 
It is the last of the three “P’s” 

marketing—PRODUCT .... PLAN .. 

pusSH. Though last of the three, it 

of first importance. For it determine 
in large degree, the measure of su 
cess which attends all effort to realiz 
the fourth “P’—proFIT. 

Said Mr. Harrison: “We recent] 
launched the initial movement in ou 
PUSH campaign for our 1941 sa. 
PROMOTION PROGRAM, and the result 
were so very Satisfactory that we fel 
readers of WHOLESALER’S SALESMA 
would like to know about it. 

“The Miller Company manufacture 
lighting equipment—has been manu 
facturing it since 1844. And, as w 
wrote “1844” our thoughts went back 
to the Miller kerosene lamp of ow 
early days—a lamp which went into 
homes all over the country and into 
foreign lands—which gave what we 
now realize was very skimpy, totally 
inadequate light. And then it swung 
back to our 50 FooTCANDLER—the 
RLM-labeled continuous fluorescent 
lighting system which provides 50 
foot-candles (or better) of general 
illumination—now the spear-head of 
our 1941 Sales Promotion Campaign 

“Getting down to pusH. During 
1940, stimulated by the introduction 
of Fluorescent lighting, the movement 
to establish 50 foot-candles as the mini 
mum of general illumination got well 
under way. This inspired our PRODUC 
—the 50 Foot Candler and Millet 
Croffers, continuous fluorescent light 
ing equipment, and was the basis of 
our plan. 

“Briefly, the PLAN, when completed, 
provided for the nation-wide adver- 
tising of the product (specified above), 
to reach electrical wholesalers and 
contractors, architects, engineers 
utilities, and industrial and commercial 
executives—all who needed the good 
light our product would give them, 
and all whose business it was to specify 
or sell lighting equipment. And we 
contracted for space, and drew up an 
all-year-through schedule of advertis- 
ing, in 10 leading over-all-coverage 
business and trade magazines. 

“The PLAN was outlined in detail, by 
mail, to our representatives in the field, 
and to our distributors in every sec- 
tion of the country. And, of course, 
we stressed the importance of follow- 
ing up our advertising. 

‘But we weren't satisfied. Discon- 
tent led us to the realization that the 
SPOKEN WORD was far stronger than 
the written word. So we organized 
meetings of our field force to get our 
story over to our salesmen most im- 
pressively, and to pep them up. And 
then it occurred to us: why not apply 
the same procedure to all who can 
contribute to the successful carrying 
out of the Plan? So, in each city we 
staged similar meetings. 

“Result—we had more than one 
hundred in attendance at each of the 





84 WHOLESALER’S SALESMAN — September 1941 

















eetings. At each meeting we showed 
the PRODUCT, and outlined its superior 
features in detail. And we explained 
the PLAN. 

“Every man who attended each meet- 
ing received a 4-page folder—THE 
MILLER MENU,’ detailing a ‘Full Course 
Meal for Finer Flourescent Sales.’ It 
consisted of eight courses from ‘Appe- 
tizer—The greatest lighting oppor- 
tunity in years’—to ‘Cigars’—‘the 
Bonus for a job especially well done’ 
by every one who did his best to make 
the Miller 1941 program ‘a smoking 
success.” 

“And every man received a certifi- 
cate of honorary membership in the 
FIFTY FOOT CANDLER CLUB, a nation- 
wide organization sponsored by the 
Miller Company for the mutual profit 
of all affiliated groups and individuals 
interested in the production, distribu- 
tion, installation, and use of lighting 
equipment producing a minimum of 
50 foot-candles of general illumina- 
tion.” Recognition of a well-known 
trait of human nature—that men get 
definite pleasure from honorary mem- 
berships in clubs and associations— 
and that most men who get them 
frame them and hang them up in their 
otmices. 


(. E. 49-ers Club Sets 
New Lighting Sales Aims 


First of the year it seemed to G.E.’s 
H. Freeman Barnes, sales promotion 
manager, and his Nela Park advertis- 
ing and sales promotion smartsters 
that 50 footcandle installations were 
popping up here and there over the 
country with sufficient frequency to 
suggest a fairly wide acceptance of 
these higher standards of illumination. 
Science of Seeing research had long 





C. E. Weitz, G.E. Nela Park Engi- 
neering Dept. is secretary of the G.E. 
Forty-Niners Club. He _ decides 
whether an applicant dished up bull 
or bullion, and hands out the nugget 
lapel button only when real pay dirt 
is produced. 
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Pro SPEED DEFENSE 


@ Faster production in vital defense plants calls for the 
most modern standards of illumination—with many times more 
light than in 1914. 


Modernized lighting equipment is the only answer—better, 
more efficient fixtures which assure proper light control. 





Goodrich fixtures have set the pace with up-to-the-minute 
design to answer every need in defense industries. They’re 
proving everywhere that better illumination means greater 
production. Catalogs upon request. 


GOODRICH ‘Wrowtinc: 


All RLM-approved fixtures are included in the Goodrich line. 


Shown below are a few popular styles made exclusively 
by Goodrich: 




















For gee installation For easier servicing For stockroom shelves and bins 
| 
HIGH BAY REFLECTORS PROTECTO DIFFUSERS THE STOCKLITE 
For protective lighting : For general “daylight” illumination 





Ld —— cass 
NO. 90 FLOODLIGHT FLUORESCENT FIXTURES 














SOLD ONLY THROUGH ELECTRICAL WHOLESALERS 


DORIC H 


COMPANY 


L nee Co PA 





GENERAL OFFICES AND FACTORY: 4610 BELLE PLAINE AVENUE, CHICAGO, ILL. 
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candescent reflectors is available. 


OAMCO, one of the best known lines 
lighting, is engineered to combine skilled 


Typical of the complete OAMCO fluorescent 
line is the 2-light RLM standard fluorescent 
fixture. Porcelain enameled grey outside, 
white inside—light output 79%. Fixture can 
be suspended by chain or conduit. Equipped 
with Patented Hinged Lamp Holders 
holding lamps while cleaning, an important 
selling feature. Also, an extensive line of in- 





workmanship, correct design, quality performance and ‘salability. The OAMCO line 
SELLS—and REPEATS. Write now for fluorescent catalog No. 99 and incandescent 
catalog No. 101, illustrating the right commercial and industrial fixture for every 


application. 


OVERBAGH & AYRES MFG. CO. 


411 S. CLINTON 
CHICAGO, ILL. 

















HERWIG 


manufacturers of 


OUTDOOR LIGHTING 
FIXTURES 


for over 30 years— 


—cast iron—bronze—aluminum — 
JOBBERS SALESMEN find HERWIG FIXTURES 
appeal to the trade because: 

@ They are suitable for all kinds of buildings— 
“A FIXTURE FOR EVERY OUTDOOR PUR- 
POSE", 

@ The United States Government and leading 
architects have been specifying them for years. 
Write now for catalog 40 and new supplement with 
revised prices, showing the most complete line of 

outdoor lighting fixtures made today. 


The HERWIG Company 


1763 Sedgwick St. 
CHICAGO ILLINOIS 





| lamp sales 
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NALCO 
INFRA-RED LAMPS 


Open New Market for You = 






And, Dritherm — Carbon Filament 


Lamps — Are Accepted 
Nationally For This Fast-Growing Process 


Radiant energy-drying and heat- 
Ping with Dritherm Carbon Fila- 
ment Lamps is the solution to 
your industrial customers’ prob- 
lems. Many concerns must turn to 
enameling, lacquering, painting, 
etc. because of their inability to 
obtain special metal trims. Nalco 
Dritherm lamps will help solve 
their problems. 


Dritherm Lamps have been advertised to in- 
dustry in leading trade publications through- 
out the country for over four years. They are 
the products of pioneer manufacturers and 
their industrial acceptance makes sales 
readily. 


News Fiash . . . now available in 250 Watt 
R40 =Inside-Silvered lamp with carbon 
filament. 


Write for complete detaile—-prices, discounts, and 
information on Infra-Red Ray baking, heating, dry 
ing and dehydrating 

NORTH AMERICAN ELECTRIC LAMP CO. 
1034 Tyler Street—St. Louis, Missouri 









Volume 


for you 


with Nalco eg 
Dritherm 


Lamps 








before pointed out the need, the fh 
rescent lamp provided the stimul; 
and the means. 

It seemed that the first big job w 
to get lighting salesmen off. selling 
lighting fixtures and get their minis 
back on illumination results. T} 
would mean more profit for them a: 
represent a constructive industry 
tivity. Merchants wouldn’t think 
selling an item for 50 cents, it must 
have the bargain value of 49. May), 
that’s how the 49-er activity gern 
nated, and it wasn’t too much of a reach 
to use the 49 gold rush for atmosphe1 

Some guessed there might be 5) 
installations within a _ year, other: 
thought maybe a hundred or so. [1 
stead, by August 1, five months afte 
the activity got under way, over 5()() 
installations were in, comprising 
nearly 3 million square feet lighted 
to 49 footcandles or more maintained 
in service. That means that the initia! 
footcandles had to be 70 to 80. That 
is coming a long way from the 20 o1 
30 footcandles that had been considered 
pretty fair lighting. Single jobs ranged 
from 200 square feet to 150,000 square 
feet. Nearly half of the installations 
were in offices, about a quarter of them 
in stores and other commercial areas, 
the balance mostly in defense indus 
trials. Watts per square foot average 
a little over 3. The filament installa 
tions ranged from 6 to over 10 watts 
per square foot. 

Not all jobs were fluorescent, as the 
following breakdown shows: 


Mazda F, 40-watt..... cen ee 
Mazda F, 100-watt. aeons: Mee 
Mazda RF, 85-watt....... . 24% 
Mazda Incandescent....... . 11.0% 
Mazda Mercury H-1l...... 1.2% 


Combination H-1 and Filament 1.2% 
Combination Fluorescent and 
Fncamdescett .... 6.6 ccisccncs 6.5% 


The 49-er activity will well achieve 
its purpose if it serves to remind light 
ing salesmen on every sales contact 
that customers need and will buy today 
50 footcandles or more. Salesmen who 
sell 50 footcandles double their pron 
over what is likely to be bought if 
only competitive fixture selling is in 
dulged in. It pays to learn the story 
of lighting benefits and sell footcandles 
and lighting quality. 

Furthermore the 49-er activity 
serves the purpose of taking mainte 
nance into the sale—thereby preparing 
for a satisfied customer after the in- 
evitable depreciation takes effect. A 
customer should understand the neces 
sity of cleaning and maintaining his 
lighting system. 

While 49 maintained footcandles are 
the minimum for the membership 
badge, it is noteworthy that several 
installations run above 100 with tops 
at 200 footcandles. The latter jobs 
were obviously needed and economi- 
cally sound, and serve as spearheads 


to new objectives—at least they make 


49 footcandles seem a little conser 
vative. 
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Aluminum is replaced by silvered 
glass in the new floodlight reflecto) 
displayed at the Westinghouse Light- 
ing School. E. B. Karns, supervisor 
of street and aviation lighting sales, 
N. C. Warner, manager of commercial 
lighting sales, and D. E. Jenkins, man- 
ager, sales promotion, all of the 
Cleveland Works were in charge of 
the school which was taken to the 
principal cities in August. 





. 

Westinghouse Holds 
. . ’ 
Lighting School In 
. Ye . 
Eastern Cities 
vital 
ghting to many phases of 
the Distributor 
normally conducted at the 
Westinghouse Cleveland Works, has 
een held in the principal cities east 

the Rockies during the month oft 
\ugust. This educational 
eeting’s conducted by the Westing 
Lighting Division, acquainted 
istributors and with the 
present day lighting requirements ot 
ndustry and commerce. 

rhe sessions were devoted entirely 

explanations and 
products, sales promotion, and _ facili- 
ties as they have changed in the light 


Because of the importance ol 
national 
Lighting 


efense, 


. hool, 


series of 


use 


salesmen 


discussions of 


the national emergency and raw 
aterial shortage. Officiating at the 
leetings were E. B. Karns, super 
isor, street and aviation lighting 
sales, and D. E. Jenkins, manager, 


sales promotion. 


Hygrade Presents 
Interesting Report 


\n annual report that makes inter- 
even to those 
touch those of 


1 
I wnose 
re the 


ig reading 
“€ do not 


rests 


ipany in question is so rare that 
lakes real news. Such is the an- 
| report issued by Hygrade Syl- 


la Corp. 

\ddressed to stockholders who have 
investment and employees who 

e their income at stake in the com- 

y, with a bow to the company’s 

tomers and the communities in 











LIGHTING UNITS 


BEARING THE 


RIDMELABIEL 


YOU SELL CUSTOMER 


@® QUAD Units all have 
correct basic design and 





construction features. The 
RLM Label on QUAD 
Lighting Units assures your customers of 





modern, correct, and high quality commer- 
It's the line 


that will be popular tomorrow as well as 


cial and industrial lighting. eit. sonnel 


RLM THREADED 
DOME REFLECTOR 


QUADRANGLE MFG. COMPANY 


today. 


Mf gr4. of Jucandescent and Fluorescent Lighting Equipment 


32 SO. PEORIA ST. CHICAGO, ILL. 
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MR. WHOLESALER! 


©? LEADER announces the best and 
newest in Fluorescent Fixtures for “AT 
ONCE” delivery! | 


¥% Illustrated is the G-440 commercial unit. 
often imitated but never equalled. Uses Four 
48-inch 40-watt lamps— 
has Hi-power factor bal- 
last — replaceable start- 
ers—diffusing glass side 
panels — Underwriters 
Laboratories approved— 
delivered ready for in- 
stallation. 







* The G-440 is but one of the extensive, 
advanced LEADER line of commercial and 
industrial fixtures. 


NO OTHER LINE HAS AS MANY SALES 
FEATURES FOR YOU TO CAPITALIZE ON! 
Write today for information on the de- 
pendable, “step ahead’’ LEADER line. 


LEADER 
ELECTRIC MFG. 
CORP. 
832-36 W. Superior St. 
CHICAGO, ILL. 




















Bring You Your 
Full Share of 
Decorative 
Lighting Sales 


There is no ‘'closed'’ season on 
decorative lamp sales when you 
feature Candylbemes ‘‘all year 
round’. Naturally, the Christ- 
mas season presents unusual op- 
portunities for Candylbemes 
for use in illuminated candle 
sets for windows, lighted wreaths, and other 
illuminated decorative items. Be sure *> carry 
Candylbemes in your decorative light! . 
kit this Fall. 

Candylbemes Sell “All Year Rous 
Candylbeme lamps are ideal for all kinds of 
candle-type fixtures. They resemble an actual 
burning candle and have a special filament 
which radiates a soft, mellow glow .. . the 


schieved aan clechic limp WHOLESALERS! 
available with either INCREASE YOUR FLUORESCENT PROFITS 


bra base—no adaptor Buy Fabricated Bare Units 
and Wire Them Yourself 


are needed—and op- 

erate at 110 volts. 
@A complete line of all types available. 
Well engineered and sturdily con- 





The design of Candyl- 
structed, units are attractively designed 


beme Lamps is pa- 
tented, consequently, 
to provide the highest in illuminating 


you are assured of all 
repeat business. 


Push Candylbeme This efficiency. 

Fon... Vouw cieever @Fixtures also manufactured to customer's 
you have created an ‘‘All- ificati 

Year-Round"’ Market specifications. 





Write for literature, @Write us today for complete information 
prices, and discounts. on making more money from this tre- 


NORTH AMERICAN mendous field. ‘ 
ELECTRIC LAMP CO. LUMINOUS TUBE LIGHTING CO. 


1544-54 W. Cortland St. 


1034 Tyler St. St. Louis, Missouri CHICAGO, ILL. 




















which it operates, the report is «liye 
human, and interestingly illustr:teq 
In addition to showing facts and fig- 
ures on Hygrade’s activities thi. re 
port gives an excellent picture of pres 
ent-day operating problems of |irge 
corporations in general. 


Pemco Acquires 
Reflectors, Inc. 


PHILADELPHIA, PA.—The full 
line of commercial and __ industrial 
fluorescent lighting equipment for- 
merly manufactured by Reflectors, 
Inc., is now being manufactured by, 
the Philadelphia Electrical & Manu 
facturing Co. of this city. Th 
fluorescent units are identified as 
PEMCO and are distributed throug! 
electrical wholesalers. Philadelphia 
Electrical, which has manufactured 
protective and street lighting equip 
ment for many years, is located at 
1206-1236 No. 31st St. 


Ups Life Span 
Of 100-Watt Tube 


Hygrade Sylvania reports _ that 
effective September 2nd the rated 
average life of their 100-watt fluores 
cent lamp has been increased fron 
2000 to 2500 hours. The change 
being made as a result of tests in thei: 
Life Test Laboratory as well as actual 
performance in the field. 

This month the first issue of Hy 
grade Lighting News came off the 
press, went into the hands of Hygrade 
Sylvania’s customers and - prospects. 
It’s an attractive, fast-reading publi 
cation done up in two unattached sec- 


tions. The center four-page sectior 
| consists of technical data for the con- 


| tractor, engineer or salesman to in- 


| 





sert in a binder for future reference 
In the outer section runs promotional 
material, news, pictures, trends. 


a. 
m 








4 4 
ee” 

IN CONFERENCE are Eric A. 

Johnston, president, and Carl A. 


Tubbs, radio manager, of Columbia 
Electric, Spokane, Wash. 
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SUMMING UP A FLUORESCENT SALE 


























anu 
T "T BE A JUGGLING C 
rh NEEDN Li ACT 
as 
ug] 
ph 
ure 
juip 
da 
Some salesmen are the envy of the trade. (~ = 
When they're summing up to close a 
fluorescent sale, they don’t have to juggle WESTINGHOUSE MAZDA F LAMPS 
handful of claims. They sum up the A complete line of Colors and Sizes 
quality part of their story with one word— Pp 
. rn ° ° a ° 
that Westinchouse. There it is—one word. The - ponchos ae = ‘ 
; ; : isi ; 4 watt 5" long 6" diameter $0.90 
‘ated prospect knows that behind the Westing- 15 watt 18" long 1" diameter 75 
res : 15 watt 18" long 114" diameter .95 
ca house name are the benefits of research. 20 watt 24" long 116" diameter 95 
, ‘ : - , 30 watt 36" long 1" diameter 95 
e is care and integrity in manufacture, reli- 10 watt 18" long 114" diameter 1.35 
heir ome . : ° nn 100 watt 60" long 21." diameter 3.00 
ner ability in sales and service. That name 
“tua é : 4 SOFT WHITE 
helps you sell. So get more out of this si eat 15" long hee Misia 91.60 
H)\ fluorescent business— sell Westinghouse 15 watt 18" long Ln ameter BS 
j ; ei 15 watt 18" long 116" diameter 1.05 
‘ : Mazda “EF” Lamps. It pays! = watt ro we Jag —— ae 
rade ‘ 30 watt »" long "diameter O05 
ects 10 watt 18" long 114" diameter 1.50 
bli 100 watt 60" long 21," diameter 3.20 
abli 
sec BLUE, GREEN OR PINK 
ti 14 watt 15" long 114" diameter $1.05 
” 15 watt 18" long I" diameter 0 
con- 15 watt 18" long 1} 3" diameter 1.10 
in- 20 watt 24" long 116" diameter 1.10 
; 30 watt 36" long "diameter 1.10 
nee. NEW WESTINGHOUSE PLANT HAS CAPACITY oo A sa" Teens +~ 
ni wee 
ona OF A MILLION MAZDA “F” LAMPS A MONTH e oan 
14 watt 15" long 14" diameter $1.15 
pets 15 watt 18" long 1" diameter 1.00 
Sales of Westinghouse Mazda “I~ Lamps are 15 watt 18" long 1g" Giemnoter 1.20 
. : . . — - 20 watt 24" long 1\4" diameter 20 
going up...up...up! A new plant in Fairmont, 30 watt 36" long tie Sicarnec 1.20 
o W est | irginia has been built to fill the ever grow- © wate 1S" lang 1}4* diameter ones 
a ing demand. \ a 
FOR FLUORESCENT LIGHTING AT ITS BEST, SELL AND SPECIFY 
A. 
A. 
( D A F L A M y S 
94] 
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TWIN SKYLUX 


Two-lamp luminaire for ceiling mount- 
ing or suspension on hangers 


STARLUX 


Decorative four lamp pendant high 
intensity luminaire 


Twin Skylux 


CURTISTRIP 


Single-lamp luminaires tailor-made 
for every lighting need. 


SILVERLINE 


Single-lamp ceiling luminaire for 
60” lamp. 


CurtiStrip — 
ilverline 
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MEN 


you should hrnaur 





s A lad H. D. 

president of 

Supply 
lennessee, spent a lot of time mess- 
ing around with bells and buzzers, 


(Doug) Roden, 
Roden Electrical 


Company, Knoxville, 


then connecting various other gad- 
gets into some weird arrangements 
to find out what would happen. 
This sort of activity led to a keen 
interest in anything electrical and 
eventually into the 
branch of the business. 


wholesaling 


Following high school in Rich- 
mond, his home town, he studied 
electrical 


engineering at Virginia 


Polytechnic Institute. Upon grad- 
uation it was a case of turning his 
early curiosity and college training 
into making a living, so he signed 
up with Western Electric for ad- 
vanced schooling, coupled with prac- 
tical experience in the warehouse 
departments. After 
some months of this preliminary 
work Roden was transferred to the 


and order 


‘tory at Chicago where he had a 
rt in production work. 
Then Virginia called him back 
rain, this time to Norfolk, first as 
service supervisor, then into sales 
rk. Selling scored heavily with 
n and although today Doug Roden 
carries the title “president,” and as 
ich performs all the duties that the 
le implies, he spends much of his 
ne out 
istling for business. 
He continued with Western Elec- 
tic several more years, then joined 
tie sales staff of the old Southern 


among the customers 
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H. D. Roden of Knoxville 


Schooled in electrical engineering, topped off 


with inside 


Electric at Richmond, covering the 
city territory. He was on the move 


those days gathering experience, 
spent some time selling for Gilham 
Electric in Atlanta, then went back 
again to Richmond with Westing- 
house Electric Supply. In 1931 he 
joined the Columbus (Ga.) Iron 
Works. That company had decided 
to establish an electrical wholesaling 
department and hired Mr. Roden 


Here 


he topped off his engineering edu- 


to organize and operate it. 


cation and broad sales experience 
by taking over the problem of man- 
agement. 

Along in 1935 Roden’s thoughts 
about 
business began taking definite form. 
He found that a couple of friends, 
S. C. McCamy and I. F. Jones, both 
with Atlanta wholesalers, also had 


“someday” owning his own 


been thinking along the same lines. 


After much talk and swapping ideas 


the three decided to pool their re- 


work and long selling 


career 


sources and formed the Roden Elec- 
trical Supply Company in January, 
1936. 

It was an extremely modest start 
with the three men doing most of 
the selling, warehousing, shipping 
and the many other functions per- 
formed by a wholesale house. They 
went ahead, though. Sales increased, 
more employees were added, stock 


] 
| 
i 


enlarged, until now the company 


occupies three times the 


Three men currently 


original 
floor space. 
take care of the outside sales work 
in a territory spreading out some 
75 miles from Knoxville, and obtain 
the greater portion of their volume 
from contractors, but also sell many 
municipal and industrial accounts. 

Realizing that it would be valu 
able experience to get in closer 
touch with the industry nationally, 
Roden joined NEWA early in 1940, 
attended his first meeting at Hot 
Springs in May last vear. 


Wholesclors Soletmon WAM 


Fluorescent Manufacturers 
Hold Session At Nela Park 


Nearly 200 manufacturers of fluorescent equipment at two-day 





meeting. Boynton predicts huge volume ahead; Luckiesh cites 


fluorescents as one of tools 


FULL discussion of all phases of 

fluorescent lighting was feature 
of a conference between 181 manufac- 
turers of fluorescent fixtures and Gen 
eral Electric lamp department officials 
at Nela Park on August 26 and 27. 

During the busy two-day meeting, 
a contest was held designed to obtain a 
slogan for the conference as well as 
for future meetings and advertising 
purposes. Henry C. Gordon of Mitch- 


ell Manufacturing Company took the 


prize, a deluxe radio, with his allitera- 
tive phrase, “Modern Marketing Moves 
More Merchandise.” 

The meeting and program were or- 


AT FLUORESCENT CONFERENCE 
fixture manufacturers and General Electric representatives 
Two-day meeting at 


hold still briefly for the cameraman. 


the entire group of 


towards 2000-footcandle lighting 


ganized by a committee of Nela Park 
executives headed by E. D. Stryker 
who served as one of the co-chairmen. 
Other chairmen were R. P. Burrows, 
\ssistant Sales Production Manager at 
Nela Park, and, Ward Harrison, di- 
rector of Nela Park engineering de 
partment. 

After a key-note address welcoming 
the group to Nela Park, M. L. Sloan, 
director of manufacturing for GE 
Lamp Department, was followed by N. 
H. Boynton, general sales manager of 
G. E. Lamp Dept. 

Mr. Boynton warned the group not 
to be content with the present fast 


Nela Park last 





growth of fluorescent fixture business 
It may be a 250 million dollar market 
today, he said, but it is likely to be a 
billion dollar market in 1942! Hi 
traced the rapid growth of fluorescent 
lighting since its beginning three years 
ago and projected “the up-swing into 
the future”. Also he said there was 
plenty of room for fluorescent fixture 
makers in every price bracket, stating 
that “all the lighting of the past 60 
years will have to be done over again, 
that it will be at a rate that staggers 
the imagination, and therefore watch 
your position. Chances are you will 
see your business increase 200, 500, 
and perhaps 1000 per cent over the 
present.” 

Ward Harrison said there are five 
thousand fluorescent fixtures on the 
market, yet there are few, if any, 
which consumers can __ standardize 
upon. He touched on the design re 
quirements for these units and their 
suitability for such uses as drafting 
rooms, lathes, and so forth. W. C. 
Brown of Nela Park and _ newly 
elected president of I.E.S. covered in 
detail the kind of coffers and troffers 
required to reduce even further the 
low brightness of fluorescent lamps 


month discussed fluorescent developments, 
future opportunities, priorities, materials. Besides manufac- 
turers, many trade press editors attended. 


mest igi gt ities tastes 


ih gh 
oe test tT Se 


> ° 
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n hung low in the line of vision. 
James Ketch made a_ plea _ for 
oader accessibility of approved com- 
yercial fixtures. The store fixture, he 

said, has three jobs to do—create at 
josphere; attract buyers’ attention: 
nd permit appraisal. 

Home Lighting Specialist EK. W. 
‘ommery said that while fluorescent 
ighting for the home had as yet barely 
iatched, the design for good resi- 
lential fixtures had begun. Some idea 
yf that progress, he said, was already 
in display in the well-lighted model 
iome in the GE Institute. Many peo 
le. he said, are so bent on having 
laylight fluorescent kitchens that they 
ire paying up to $20 for custom-built 
fixtures. The price will come far 
lown from that, in time, Commery 
oredicted. 

Dr. Zay Jeffries, technical director 
or GE Lamp Department and a na 
ionally recognized authority on met- 
ils, revealed a host of figures as to 
he metal situation in the present 
mergency. He is chairman of the 
‘ommittee on Metals for the OPM 
National Academy of Sciences body 
ngaged in straightening out the bottle 
iccks in the metal end of National De- 
ense. These figures were given in 
‘onfidence and so can not be published. 
But he gave the fixture manufacturers 

‘lear picture of the situation on 

‘kel, aluminum, magnesium, chrom 

vanadium, mollybdenum, copper, 

c, and steel. Mr. Jeffries indicated 

it much of the present “scarcity” of 
ertain metals was created by fear 
ind hoarding, but the extent of this 
lust await the result of studies now 
inderway. 

Dr. Matthew Luckiesh, director of 
ighting Research Laboratory for Gk 
Lamp Department at Nela_ Park, 
oked ahead to a day and night when 
ndoor lighting will be on a par with 
he ideal conditions for seeing found 
inder the shade of a tree on a bright 
lay. He pointed to the fluorescent 
imp and the new knowledge of the 
Science of Seeing as today’s tools in 
he hands of fixture makers for mak- 
g tremendous strides toward the 
goals of 1000 and 2000 footcandles of 
‘ool lighting indoors, glare-free, and 

desirable quality for easy seeing, 
ve-comfort, decoration, color match- 
ng, efficiency in the work world. 

\mong the companies represented 

the meeting were Art Metal, Ben- 
imin, Bright Light, Claude Banks, 

Corning Glass, Curtis, Day-Brite 
ighting, Efcolite, Electrical Testing 
iboratories, Electro Manufacturing, 
ederal Fluorescent, Garcy, Globe, 
‘uth, Holdenline, Inland Glass, La- 
ile Lighting, Leader, Lightolier, 
uminous Tube, Markel, Martin- 
ibson, Midwest Chandelier, Miller, 
litchell, Pittsburgh Reflector, Ruby, 


ir, Spero, Virden, Wakefield, Wir« 








/ 
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BROAD SMILES on these men of Boggis-Johnson, Milwaukee, are caused 
by big business and the coming of alternating current to their part of the 
city. Left to right, John Fryjoff, Lyle Kinney, Art Thom, William Stark, 
Leonard Hapke, Harry Borchardt. 





THEY’RE UP TO number 2000 in San Francisco when counting homes 
that carry a Red Seal Adequate Wiring Certificate. Left to right are 
Carl Gellert, president, Standard Building Co.; J. R. Lazarus, Pacific 
Coast Electrical Assoc.; Melvin S. Springer, owner; Robert Lindsay, Pacific 
Gas & Electric Co., adequate wiring advisor; Frank Talcott, sales man- 
ager, S. F. Division, Pacific Gas & Electric Co.; J. W. Rentz, Standard 
Building Co. 
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SWIFT-MOVING industrial developments such as this call for super- 
service from, and mean plus business for, wholesalers today. Less than 
six months after the ground was broken for this huge Reynolds Metals 
Co. aluminum plant, it was in production. The plant, located at Muscle 
Shoals, near Sheffield, Ala., will pour 40,000,000 pounds of aluminum each 
year and supply the bauxite-produced alumina for the Reynolds plant at 


Longview, Washington. 
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17 GRAND OPENING of the new showrooms of Globe Lighting Fixture 
Co., a few of the Globe staff line up. From the left, Henry Cooper, N. W. 
Belmuth (display manager), Isidore Rosenblatt (Globe’s head man), Miss 
Isaacs, Henri Duizend, Max Rosenblatt, Dewey Edson, Albert White. 
Located at 16 E. 40th St., New York City, the series of fixture display 


rooms extend through to 39th St. 


On view are commercial, industrial and 


residential units, both fluorescent and incandescent. 





Record Crowd Expected 


At NEWA Convention 


four days next month (Octobe 
14-17) the electrical wholesalers and 
manufacturers will be at the Hotel 
Statler, Detroit, attending the fall con 
vention of the National Electrical 
Wholesalers Association With con 
ditions caused by National Defens« 
even more critical than in Mav, when 
the Spring NEWA Convention drew a 
record attendance of more than 500, 
it is expected that an even larger 
crowd of wholesalers and manufactu 
ers will be on hand for this meeting 

While the hotel is prepared to han 
dle large conventions, it would be wis« 
to make arrangements now, in order to 
be assured of satisfactory accommoda- 
tions. NEWQA’s headquarters staff is 
arranging the convention program, de 
tails of which will be announced in ou 
October issue 


Donald Duck Hits the 
Line In Water Heater 
Campaign 


Donald Duck and his three nephews 
line up in football togs to carry the 


ball and point the way to touchdowns 
record sales in the \I wlern Kitche1 


94 


Bureau’s fall water heater campafer 
rhe campaign will employ directgMai! 
pieces, local newspaper advertisements. 
display cut-outs, counter cards#radio 
spot announcements, etc., and Ry ill be 
climaxed by a dealer-utility ‘Sfootball 
contest” that provides for prizes to 
winning salesmen. Free sample kits 
and plan books are available from the 
Modern Kitchen Bureau, 420 Lexing 


ton \ve.. New York. 


Harry Brown Forms 
Utica Agency 


Harry C. Brown, well known 
New York state’s entire electrical 
dustry, has opened an office as a ma 
ufacturers’ representative at 2009 H, 
land Ave., Utica, N. Y. Before s 
ting up his own sales agency, M 
Brown traveled that territory for { 
vears on behalf of General Electri 
\ppliance Department. Prior to his 
General Electric affiliation he spent 
vears with Bryant Electric and seve 
vears with Crouse-Hinds, the enti: 
time in the upstate New York ter: 
tory. His broad experience and clos 
relationships with wholesalers, co 
tractors and industrials in that sectio 


are of considerable value to both cus 
tomers and clients. He is especially 
interested in serving inutacturet 
in the construction equip t field. 


Utility Electric Changes 
Name to Toastswell Co. 


In order to tie company name and 
product name more closely togethe: 
the Utility Electric Company, manu 
facturers of Toastswell toasters and 
other heating appliances has changed 
its name to The Toastswell Company 
This is expected to avoid confusion 
due to the fact that the trade name 
of the company’s products was more 
generally known than the company 
name, 





ELECTION of officers of the Electric Association of the Niagara Frontier 


finds Raymond W. Mitchell (seated 
Skinner (right) as president. Other 


front left) succeeding Merrill E. 
officers for the coming year are, 


standing, (1. to r.) Robert D. Glennie, v.p.; E. T. Ball, v.p.; Richard Wahle, 
treas.; Weldon D. Smith, executive committeeman, and Samuel S. Vinebers, 


secretary-manaéger. 
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Essex League 
Hears Earl Shreve 


NEWARK, N. J.—Fall season of 
Essex Electrical League was off 
a flying start on the evening of 
September 18th when Earl O. Shreve, 
president of General Electric, and 
esident NEMA, talked on “The 
Electri ndustry’s Part In National 
lefense This opening fall dinner 
eeting held the Newark Athletic 
Club als nored past presidents All 
them were there including George 
Cotti rst president when the 
ue W fi ed in 1925, who came 
wn f Boston 


Englewood Builds 


CHICAGO — Latest expansion oi 
Englewood Electric Supply Co. is the 
‘onstruction of a two-story building 


| ‘ontaining 10,000 square feet of ware- 


use spact 


Advocates Simplifying 
Wire Code and Line 


Cc. W 


sales, United States Rubber Company, 


Higbee, of wire 


manager 


recently called emphatic attention to 
the importance of simplifying the 
uilding vire line and the Code gOV- 
rning it. 

He suggests the addition of a new 





GOLDMINING 


shee pherding, 
plus a lot of selling are three of the 
many types of work that J. L. “Roy” 


and 


Timmons has engaged in. Since 1934 
he has been doing a star sales job for 
Graybar, Salt Lake City. Roy’s im- 
mense territory covers 273, 125 square 
miles—a lot of space. 
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CUSTOMER POSES TOO when the boys of Kusel Electric Supply Co., 








St. Louis, stop for the camera man. Left to right are the customer 
A. H. Hubeli; C. L. Hecht, counter man; C. J. Frost, vice president; 
Charles Luzecky, counter man; Mike Luzecky, office manager; Edgar 
Hecht, bill clerk. 
stvle of wire that meets minimum rt “3 —— ’ ' 
quirements of the Code and replaces Bieringer Confers 
the many other types. This action ° ili . 
would result in cutting down on the With Roosevelts 


needlessly numerous types of wire now 
being manufactured, and releasing vast 
stores of copper and rubber now tied 
up in inventories. 


I 
\ccording to Mr. Higbee, “‘From a 


national defense viewpoint alone, 
therefore, the matter becomes urgent 
and vital, but to this must be added 
+] | 
tine | 


enefits that will accrue to the 
industry itself from such a move.” 





CO-OWNER of the Southern Elec- 
trical Supply Co., of Houston, Texas, 
is J. P. Hamblen, who heads up sales 
activities. His partner, F. A. De 
Walch, has charge of the inside oper- 
ations. In addition to Houston 
house the company also maintains a 
branch at Austin. 


its 


SALESMAN 


refugee immigration 
Walter Bieringer, vice 
dent of Plymouth Rubber Co., wi 


subjects, 


Because of 


his 


broad 


work 


activities 


and 


vited by the Roosevelts for a conferenc: 


on 


that subject on Saturday, August 
th. The discussion took place at 

Roosevelt Estate, Hyde Park, 
\ 





NEW VENTURE for E. C. Nicker- 


is Dan J. Rudat. 


son, until 


recently distributor sales 


manager for Burgess Battery Co., is 
the firm Nickerson and Rudat, manu- 
facturers representatives. 


Brannan St., 


O ffice: 
San Franc 


His partne 


s are at 383 


They 


isco. 


cover parts of Cal. and Nev. 
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THE COUNTRY’S second tallest 


cop gets into the picture with Ruth 
Roosa and Foster Threlkeld, of John- 
son Electric Supply Co., Cincinnati. 
Miss Roosa is the boss’s secretary, 
Threlkeld, the manager of the fixture 
department. 





Rocky Mountain League 
Has Active AJW Program 
Territory covered by the Rocky 
Mountain Electrical League has been 
seeing and hearing much about Ade 
quate Wiring recently. Evidence of 
the campaign’s effectiveness is the 
fact that practically all of the leading 
architects in Denver are adhering t 
\/W wiring plans and specifications 


\ territory-wide newspaper advertis- 
ing program is gaining momentum, 
while radio, billboards, company pub- 
lications, postage cancellation stamps 


ire being used 


Small Diameter 
Re-Wiring Promotion 


Promotional material which shows 
the way in which small diameter wir« 
increases electrical capacity without 
disturbing raceways has been prepared 
by the Wiring Committee of the Ed 
son Electric Institute 

\ pocket sized kit is available « 
taining materials with which even the 
non-technical building owner or man 


wer can demonstrate to himselt 


sil 
liamete j Sample mall d; 
diameter wires. Samples Of small « 


least part ot the advantages o 


I 


ameter wire combinations for 4 
ind } in. conduit, samples of standa1 
wire combinations for those sizes 
conduit, and pieces of the conduits 


themselves make up the kit 
Ilustrated talks on commercial and 

industrial wiring and on_ residential 

wiring have been prepared by the 


L ommiuttee, scripts adaptable fo1 i] 
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most every type of audience are fur- 
nished, lantern slides are also avail- 
able. A handbook on the new wires, 
complete with tables, promotion sug- 
gestions, etc. will be available shortly. 

Information on this material and 
prices for it may be obtained from the 
Commercial Department, Edison Elec- 
tric Institute, 420 Lexington Ave., 
New York 


American Standard for 
Receptacles and Plugs 


Broad acceptance by the industry 
resulted in approval of the Existing 
Standard for attachment plugs and re 
ceptacles as submitted by the National 
Electrical Manufacturers Association 
to the American Standards Associa 

Prior to the adoption of the flat 
blade type of attachment plug and re 
ceptacles, various manufacturers had 
their own particular designs of con 
tact members, many of which wert 
not interchangeable Continuously ex 
panding use of portable appliances, etc 
made it important to adopt the typ 
of the present plug and receptacle, 
which now has been accorded the 
\merican Standard rating 


Qur Authors This Month 


H. Freeman Barnes has been admired 
by us for many years as a past mastet 
it using appropriate tools to put over 
i pertinent selling argument. (Not 
even carrots are immune.) That’s why 
he is manager of the Sales Promotion 
Department of General Electric’s Lamp 
Department at Nela Park \lso— 
That’s why we are proud to publish 
his article on tools to sell lighting 
(Page 32 


profitably ge JZ) 


D. P. Caverly as one of our authors 





BOY SCOUTS prying zinc, copper 
and lead off obsolete wooden based 
plates used in printing catalogs by 
various Meriden manufacturers. The 
plan of gathering this type of metal 
for defense use was suggested by 
Harry L. Harrison, director of adver- 
tising of the Miller Company. Among 
those who contributed were The 
Viller Company and The Connecti- 
cut Telephone and Electric Co. 


is a recent find, an engineer \ 
strangely enough, needed no coach 
when it came to putting together thine 
that a wholesaler’s or lighting sa 
man ought to know. As a mission 
of good lighting, he is on the staff 
Hygrade Sylvania Corporation. (P 
44) 

Albert H. Clarke knows the subje: 
protective lighting from every an; 
has designed some most imposing fl 
lighting installations, gives in his a 
cle a wealth of selling ammuniti 
He is with Crouse-Hinds Co. (P 
50) 


Don Julien has what it takes whe: 
comes to supplying valid proof 
decorative Christmas lighting has out 
erown the mere tree-set era, that w 
many new and novel items to offe: 
spells plus sales volume to wholesale 
That’s why he heads up the activit 
of the Decorative Lighting Guild 
\merica in the offices of Foster & 
Davies Inc., Cleveland. (Page 66 


Ely Jacques Kahn stepped out of 
role as one of the leading architects 
the United States to do a timely mes 
sage in which he gives wholesaler’: 
salesmen some down-to-earth advise o1 
selling—with the architect’s proble 
in mind. Mr. Kahn is president 
the Municipal Arts Society, Fellow 
the American Institute of Architects 
has scored outstanding success in his 
profession as architect of many pron 
nent and widely known _ building: 


(Page 59) 


J. W. Milford. Any salesman who div 
a job on selling lamps during the last 
10 or 15 years unquestionably ben 
fited from some of the sales materia 
ind promotional activities that “Jack 
had a hand in preparing. Today h« 
sheparding the ALEA group of lea 
ing lighting equipment manufacturers 
(Page 63) 


Chas. G. Pyle. If you wonder just w 
from being a comparatively small ta 
tor in incandescent lamps the nam 
Hygrade has leaped to National pron 
nence in the lighting field during t 
last two years, one answer is “Char 
Pyle” and fluorescents. Hence—th 
timely article on new sales technique 
by the general sales manager of tl 
Lamp Division of Hygrade-Sylvan 
Corp. (Page 36) 


Dean M. Warren you would meet 
sooner or later, but surely, if you 
went out to GE’s Nela Park for mor 
facts on lighting—commercially speal 
ing, and he tells just why and ho 
wholesalers should build drying lai 
sales, in this highly illuminating artic] 
(Page 54) 

Edward J. White reveals how a cor 
tractor—with help of the wholesaler’: 
salesmen—can sell lighting at a profi 
but it took some Mazda influence an 
Paul Keating to get him into the moo 
of telling it for pubHcation. (Page 40 
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PRODUCTS jose can Sell 











WIDE ANGLE FLOODLIGHT 











Designed for intensive illumination of 
areas outside of fences around muni- 
tions plants and other strategic indus- 
trial areas is this new Anti-Sabotage 
Floodlight. Unit contains aluminum re- 
flector and 180° fresnel lens. Available 
for 300-watt standard clear lamps or 
series operation with street lighting 
lamps. Revere Electric Mfg. Co., Chi- 


cago, Ill. 
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FLUORESCENT FIXTURE 





"G-S-T" glass surface troffers, totally 
enclosed fluorescent luminaires for one 
or two rows of lamps, are available in 
base or extension sections for individual 
and continuous mountings. The glass 
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covers and reflectors are removable for 
easy cleaning and servicing. Edwin F. 


Guth Co., St. Louis, Mo. 
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FLUORESCENT FIXTURE 





Kingsway, new fluorescent fixture used 
in commercial lighting, is available in 
units 2, 4, 6 and 8 ft. long; also con- 
tinuous, and for two and three lamps 
parallel. Its use of fluted glass cylinders 
and die-cast ends permits easy installa- 
tion and servicing. Day-Brite Lighting 
Inc., St. Louis, Mo. 
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FLUORESCENT UNIT-—————_—__——_""———- 





Fluorescent lighting unit, Model MF- 
240-N, employs the new National Trans- 
former Power Unit No. 999. Turns on or 
off like filament lamp. Accommodates 
two 40-watt lamps operating on 60 
cycle a.c. 110V-120V circuits. Comes in 
several finishes and colors to suit differ- 
ent interiors. The Fostoria Pressed Steel 
Corp., Fostoria, Ohio 
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FLUORESCENT CEILING LIGHT——— 





Fluorescent ceiling light, Silverline, may 
be used with 5-foot 100-watt fluorescent 
lamps. Designed to produce high inten- 
sity illumination. Individual sections 
couple together to make up continuous 
runs, feeder lines can be carried from 
one unit to another through the wiring 
channel. Curtis Lighting, Inc., Chicago, 
il. 
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MULTI-BREAKERS 





Types MI and M2 industrial multi-break- 
ers-2 and 3 pole, for light or power con- 
trol. 15 to 100 amperes, for 230 volts a.c. 
only. Common trip provided with trip in- 
dication through window in cover. Colt's 
Patent Fire Arms Mfg. Co., Hartford 
Conn. 








SOLENOIDS 





New line of solenoids made for continu- 
ous or intermittent duty in voltages up 
to 550 volt, 25 or 50/60 cycles; also for 
d.c. up to 550 volt, for intermittent duty 
only. Small sizes suitable for animated 
advertising displays, electric gongs, etc. 
Larger sizes for machine tools, electri- 


cally operated valves, etc. Jefferson 
Electric Co., Bellwood, Ill. 
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FLUORESCENT UNIT 








Miralume F-104 for industrial operations 
may be joined together with other units 
to form a continuous wireway enclosure. 
End caps are supplied for individual 
mounting. Available for 110-125 volts, 60 
cycle a.c. Hygrade Sylvania Corp., Ips- 
wich, Mass. 
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IRON 








"“Aluron,"’ automatic iron with controlled 
steam, operates on alternating current 
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only, 1,000 watts, 115 volts. Correct sole- 
plate temperatures are thermostatically 
controlled. Iron may be adjusted for 
straight ironing without emptying reser- 
voir. Steam is generated only as it is 
used. General Electric Co., Bridgeport, 
Conn. 
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VIBRATION SERVICE LAMP 





New vibration service lamp for industrial 
and commercial use. Constructed to pro- 
tect filament from vibration and jar. 
Stem unit has been shortened, made flex- 
ible. Lamp available in 100, 150 and 200 
watt sizes, 110 to 130 volts and 220 to 
250 volts. Wabash Appliance Corp., 
Brooklyn, N. Y. 
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TIME SWITCH 








Series 800 automatic reset time delay re- 
lays and interval timers, synchronous 
motor operated, are designed to delay 
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closing or opening of electrical circ 
following power failure or disconnect 
a.c. operating potential. Provides adju 
able time delay between closing of pi 
circuit and subsequent closing or op: 
ing of timer load circuit. Paragon El« 
tric Co., Chicago, Ill. 
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FLUORESCENT FIXTURE 





Four-light fluorescent glass enclosed fix- 
ture for 24 or 48 in. lamps is suitable for 
store, office, school and general illumina- 
tion. Pickwick Metalcraft Co., New York, 
N. Y. 
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MULTI-BREAKER 








New industrial multi-breaker is fuseless, 
with bimetallic strip actuation, visible 
trip indication, trip free lever. It has a 
rated capacity of 230 volts from 15 to 
100 amperes, available in 3 pole, 3 or 4 
pole solid neutral types. Cutler-Hammer 
Inc., Milwaukee, Wis. 
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You Dare Not Miss It—Mr. Member 


National Electrical Wholesalers Association 


CONVENTION 


Detroit, Oct. 14, 15, 16, 17th, 1941 


HOTEL STATLER 


Timely Program —Vital Discussions 


Urge your manufacturers to meet you there. 
Most important convention held in 23 years. 


This space and message donated by WWOLESALERS SALESMAN 








—— i ~ * aa - 
a Par , = 
i, and 
aw. Se ~ > : 


Strato-view of Detroit through courtesy of DETROIT CONVENTION & TOURISTS BUREAU 
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NEW 
CUSTOMERS 


for Private Phone sys- 
tems will be found in all 
Industries today. Quick 
communication spells in- 
creased efficiency, speed- 
up of routine and better 


production. 


Sell the Couch line which 
offers a telephone system 


for practically any plant. 


Write today for catalog 
with full information on 
a wide range of telephone 


sVstems. 


“Quality that Speaks for Itself” 





S. H. COUCH COMPANY, INC. 


NORTH QUINCY, MASS 


Sales Offices in Principal Cities 
Established 1894 





Manufacturers of 
Telephone, Code Call and other 


Communication Equipment 








FLOAT SWITCH: 





2 





oan” 


Type 9048AW float switch is enclosed 
in heavy cast iron cover and base; and 
provided with rubber gasket to make it 
water-tight. Entries to switch chamber 
are made through approved openings 
by means of closely fitted steel shafts. 
Rated at 110-550 volts, ac. or d.c. 
Square D Co., Detroit, Mich. 
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SOLDERLESS LUGS 





Solderless "Screw-Tite’ lugs available in 
eight sizes for No. 14 to 2,000,000 C.M. 
cable. One or two hole types, square or 
round ends, also special sizes and angu- 
lar types available. Ideal Commutator 
Dresser Co., Sycamore, Ill. 
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LUGS 








User of E-Z terminal lugs may connect 
all conductors from No. 8 solid to |,000,- 
000 cm. Self-locking action said to elimi- 
nate loosening under vibration. Single or 
multiple posts. Tongues are of any re- 
quired size and drilling, straight or 
angle. Penn-Union Electric Co., Erie, Pa. 
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for 
NATIONAL 
DEFENSE 





P&S Porcelain Wiring De- 
vices are being used in 
cantonments throughout 


the country. 


Dependable Performance 
—Essential to the National 


Defense Program. 


Use P&S Products on your 


Defense jobs. 


Catalog on Request 





Pass & Seymour, Inc. 


SYRACUSE, N. Y. 




















BA 
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BAR HANGER 


| (F 


APe.ktON >» 








S-29 adjustable bar hanger, made in two 
parts, is held together by means of spe- 
cial type set-screw stud, as well as outlet 
box, which is fastened to hanger. Suit- 
able for use in connection with various 
surfacing materials such as plaster board, 
sheetrock, beaver board, etc. 
Electric Co., Chicago, Ill. 
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Appleton 


FLUORESCENT BED LAMP 





Bakelite bed lamp, catalog No. 562, 
uses T12 14-watt, 15-in. fluorescent bulb, 
s equipped with baked white enamel re- 
flector for light intensity. Other applica- 
include illumination of 
bulletin boards, 
on 110-125 
Eagle Elec. 


tions pictures, 
Operates 
volts, 60 cycle a.c. only 


Mfg. Co., Brooklyn, N. Y. 


and mirrors. 


When writing WHOLESALER’S SALESMAN 


GROUND FITTING 








No. GF 22 solderless ground fitting with 
No. 4 B & S ga. flexible copper braided 


strap between conduit end and pipe 
clamp. Good for tight places. Pipe clamp 
may be detached and used separately. 
H. B. Sherman Mfg. Co., Battle Creek, 
Mich. 
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FOR EVERY INDUSTRIAL, COMMERCIAL 
OR he sg hl ar nnn - ai 


No. 284 Duplex Receptacle Nozzle 





Compact and neat. Avail- 
able with '/2"' or 3%4"' brass 
pipe extension. Also Lat- 
robe Duplex Telephone 
Nozzles. 













No. 330 Latrobe Tom Thumb 
” Utility Outlet 


To be used in wood instal 
lations and other locations 
free from moisture or me- 
chanical injury. 











No. 470 Pipe or Conduit Hanger 
Pipe support turns freely, al- 
lowing pipe to run parallel 
or at right angles to beam. 










Does away with drill- 
ing or use of straps. 
Handles '/,"', % 
and |' 


beams %' 


pipe to steel 
thick 














No. 150 Box with No. 207 
Nozzle 
An Underwriters’ Approved 
box, suitable for installation 
in concrete floors or in woo 
finished concrete floors 
Quickly and easily installed. 
boxes are easily 






Tops of 
adjusted. 
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LATROBE 





FLOOR BOKES 


WIRING 
SPECIALTIES 


To meet the expanding require- 
ments of your buyers, sell the 
LATROBE LINE... 
every detail, including floor 


it's complete in 


boxes and wiring specialties 
adapted to commercial, industrial 
and residential jobs. 


Aside from the fact that the 
LATROBE LINE is complete as to 
products, there are many other 
features that make their sale 
easier. First among these is 
the time-saving element. Each 
LATROBE item has been designed 
to decrease installation time . .. 
an important point to stress to 
contractors. Then, too, each 
LATROBE Floor Box or Wiring 
Specialty is flexible as to use 

. safe and long-lived in opera- 
tion, and made of the best ma- 


terials available. 


So, stock the line that saves time 
.. sell LATROBE wherever quality, 
useability and economy are the 
desired features. Write for our 
price and product list today... 
also a copy of our distributor plan. 












FULLMAN ene ee COMPANY 








LATROBE ° 


PENNSYLVANIA 












MORE PROFIT 


AND 


“OS weer Fo 
B-M CONNECTORS and COUPLINGS 


Save you up to 25% on material and up to 50% on connecting time. 









POPULAR—because it’s the 


ON EVERY 
INSTALLATION 





SIMPLE, EASY METHOD of making 


installations. Permits stronger, neater connections since it eliminates 
complications and ends fussing with nuts to tighten. 























Ts mi A . 


| ONLY ONE TOOL NEEDED 


Costs you only $1.25 for the pat- 





ented B-M indenter (%" size 
handles 80% of all installations). 
Just two squeezes, and you have a 
smooth, neat connection. No other 
| tools required. This tool can save 
| you many times its cost on the first 
job. 


U Distributed by 


The M. B. Austin Co. General Electric Co. 
Chicago, Il) Bridgeport, Conn. 


The Steelduct Co. 
Youngstown, Ohio 








Clayton Mark & Co. 
Evanston, Ill. 


Clifton Conduit Co. 
Jersey City, N. J 


Enameled Metals 
Pittsburgh, Pa. 
National Enameling & Mfg. Co. 
Pittsburgh, Pa. 
Triangle Conduit & Cable Co. 
Elmhurst, New York City 





7. S77 Vaio 








Approved by 









Underwriters’ 


Laboratories 


f=) 


STRONG, NEAT CONNECTIONS 


You welcome the speed and ease that the 
B-M system puts in your hands. These 
fittings give you complete, well finished 
work in a hurry—(not water-tight). 











BRIEGEL METHOD TOOL CO., Galva, Ill 








Pylet with Midget Triploc plug and receptacle 


PYLETS 


Just one look is all you need to 





see the advantages of Pylets— 

the improved heavy duty con- 

duit fittings. Available in stand- 

ard and explosion proof types. 
a 


PLUGS AND RECEPTACLES 
VAPORTIGHT FIXTURES 
FLOODLIGHT PROJECTORS 
AIRPORT LIGHTING EQUIPMENT 


Write for bulletins 


THE PYLE-NATIONAL 
COMPANY 


1344 North Kostner Avenue 
CHICAGO, ILLINOIS 





YOU can't sell your 


product if you don’t 
tell your salesmen—our 
readers—the whole story 


FIRST 





Tell them FIRST 
Tell them OFTEN 


Tell them ALL 
FOR 
BETTER SELLING 


WHOLESALER’S SALESMAN 


330 West 42nd Street, New York, N. Y. 
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CONDUIT FITTINGS———_—_. 





Suitable for either heavy-wall or thin- 
wall conduit. Permits either threaded 
or threadless connection to be attached 
to same conduit box. Interchangeable 
bushings at outlets of fittings make this 
possible. Kondu Corp., Erie, Pa. 
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DOOR CHIME 





Weatherman combination 2-door chime 
with thermometer and humidity gauge. 
May be installed to old doorbell wiring. 
Cover is of baked ivory, tubes finished 
in brass. NuTone Chimes Inc., Cin- 
cinnati, Ohio. 
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CONNECTOR 








Connector, type ER, used to join copper 
cable conductors on end, parallel, or at 
an angle. May also be used as a coupler 
or reducer. Permits cables to be in- 
serted into either eye from seven differ- 
ent angles. Sizes available for cables 
ranging from No. 8 solid to 1000 MCM. 
Burndy Engineering Co. Inc., New York, 
. ¥ 
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New 
new 
Ope 
curl 


Elec 





DC 








New automatic toaster has silent timer, 
new exterior styling, snap-on crumb tray. 
Operates on either direct or alternating 
current 1150 watts, 115 volts. General 
Electric Co., Bridgeport, Conn. 
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DOOR CHIMES 


Adapted from classical scroll motifs, 
No. 212 in new line of electric 
door chimes has plastic housing, is fin- 
ished in ivory and gold. Two notes for 
front door, one note for side or rear. 
doorbell transformer or 
batteries. A. E. Rittenhouse Co., Inc., 


Honeoye Falls, N. Y. 
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model 


Operates on 


ELECTRIC WAX TANK 


Electric explosion-proof wax tank, for in- 
ulating coils and parts by dipping. In- 
ulated against heat loss. Has | in. 
irain-out cock. Oil-filled explosion-proof 
ontainer houses the thermostat. On and 
of switch provided. Vulcan Electric Co., 
-ynn, Mass. 
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SOLDERING TOOLS 


Soldering tools, made in two sizes, in- 
tended for continuous use on production 
work. Accommodates three sizes of cop- 
per tips, adjustable to any position. Push 
button on handle supplies finger tip con- 
trol for faster than normal heat. Mc- 
Kinley-Mockenhaupt Co., Chicago, Ill. 
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eke} @ 
TO READ 


Secrets of Closing Sales 
Charles B. Roth 


That he applies his own methods to 
writing his books, is demonstrated by 
Charles B. Roth as he “sells” the 
reader on what he considers the “Se- 
crets of Closing Sales” in his book by 
that name. The language is simple, 
clear, forceful and easy to read. Pur- 
pose of the book is to equip the sales- 
man with modern, tested techniques 
for closing sales. These are classified 
under six main heads, and the author 
points out how and when each method 
should be used. He also outlines a 
post-selling technique which makes 

stay closed. Prentice-Hall, Inc. 


® 


Scientific Price Management 1 
Allen W Rucker 


A working manual for executives who 
must make decisions relative to prices or 
costs, Allen W. Rucker’s Scientific Price 
Vanagement I is published by The Eddy- 
Rucker-Nickels Co., Cambridge, Mass., 


priced at $5.00. Case studies covered 
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ACCURATE MFG 


Speaking 
OF TAPES 


Tape is used by all your customers 
industrial plant electric- 


railroads, 


contractors, 


ians, utilities—it must be 
good if you are to enjoy profitable 
You get full quality 


tapes. 


repeat business. 


and profits with Accurate 


FAGL UOIMF 4S, %Z 





ALBATROSS Friction Tape 

ACCURATE Blue Tape 

ACCURATE Specification Friction Tapes 
ACCURATE Super-Service Friction Tape 
ACCURATE Rubber Tape 

ACCURATE Specification Rubber Tapes 
ACCURATE Super-Services Rubber Tape 
ACCURATE Speed Splice 


The Accurate Line meets all require- 
ments. Accurate tapes are non-ravel- 
ling, well-packed, and made to assure 


high adhesion and long life. 


Making tapes is a full time job with 
Accurate—more than a quarter of a 
century manufacturing tapes ex- 
clusively. 


WAREHOUSE STOCKS: 


New York Dallas 
Atlanta Philadelphia 
Los Angeles Chicago 
Pittsburgh Buffalo 


Seattle Baltimore 


Boston 
Detroit 

San Francisco 
Cleveland 





GARFIELD, N.J. 








The MOST COMPLETE 













4 
4 


THOUSANDS 
of patterns — 
you can find 
the exact lug 
you want. 


Penn- Union 
E-Z Lugs take 
a wide range 
of conductor 
sizes. Only 5 sizes of lugs for wire and 
cable from No. 6 to 1,000,000 CM. Self- 
locking; positive. Re-used over and over. 


OUICK, 
SIMPLE IN- 
STALLA- 
TION with 
the popular 
Penn - Union 
VI-TITE lug. 
Vise-like action gives a sure grip. Made 
in a wide range of sizes. 





Fully approved Soldering Lugs, 
pressed from pure seamless cop- 
per tubing, and annealed. Also 
cast Heavy-Duty Soldering 
Terminals—and shrink fit 


lugs for copper tubing — 
CLAMP TYPE v ‘e 


terminals in wid- 

est variety vows 
Straight or angle, e 

for cable or tub- bd 
ing, with any 4 : 
desired contact " > 


tongue. 










SCREW TYPE Sold- 
erless, easy to use and 
universally popular, es- 
pecially in the small 
sizes. For both solid 
and stranded wires. 


MULTIPLE 
CABLE termin- 
als. We can fur- 
nish any style 
lug for two or 
more conduc- 
tors. 





SLEEVE TYPE 
terminals, with 
split contact 

sleeves, preferred 
by many large 
users. Made in 
many types. 


See the Penn-Union Catalog im 
for any kind of Terminal Lug jam 


— carefully made, thoroughly 
tested, Dependable. 

Also the most complete line 
of Cable Taps, Service Connec- 
tors, Ground Clamps, Two-Ways, 
Tees, etc. 


Sold by Leading Jobbers 
Write for Catalog 


PENN-UNION 
ELECTRIC CORPORATION 


ERIE, PA. 


UNION 


Conductor Fittings 
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LINE OF ] ee 


ralge trom simple price-cuts to problems 


involving advertising allowances, freights 


allowances and sales bonuses. 


sd 


Sizzlemanship Elmer Wheeler 


he author begins to develop the 
theme of his book with the very title 
itself when he calls it “Sizzlemanship” 
He piles example on short pungent ex 
ample to illustrate the fact that the 
best sales story in the world can flop 
unless it’s told in viril, powerful selling 
language Filled with conerete illus 
trations of the author’s point, the book 
ends with a collection of several thous 
and selling sentences classified as to 
subject and covering every conceivabk 
type ot product. Prentice-Hall. $3.00 


Electric Current Consumption, 
Cost and Savings 


| Ms is the second book on wtel 1 
gineering problems to be published by 
the National Membership Division of the 
American Hotel Association. It was 
prepared under the = supervision — of 
Georges C. St. Laurent and contains in 
formation on matters pertaining to elec 
tric current consumption, with sugges 
tions as to ways of cutting costs and 
making worthwhile savings. $1.50 


MORE FACTS. 


ON PRODUCTS 





Ballasts—General Electric, Schene 
tady, publishes bulletin GEA-3293(¢ 
giving data, construction features, out 
lines and wiring diagrams on ballasts 
for Mazda F (fluorescent) lamps 


Ballasts—Lulletin 412-FL gives com 
plete data on ballasts for use with 
fluorescent lamps of capacities from 
4 to 100 watts, including high power 
factor two-lamp ballasts. Dimensions, 
wiring diagrams, lamp service sugges 


tions and data are given 








17 THE START of a two-year tow 
of the United States are Larry Lyons 
and Miss Burndy Il. A little hefty, 
but with plenty of “oomph,” Miss 
Burndy is a one and a half ton truck 
set up as a traveling display of 
Burndy products, Lyons is an elec- 
trical engineer and will have all the 
latest dope on the company’s line. 








THIS S/GNAL 


Wend ¥AN°**° eece 
— 





P ) 
» 
_ | 
Wall Box built-in type for permanent in- 
stallation—in new or old homes—to fit J 


walls 6” to 24”. Automatic lever-operated 
shutters—10” quiet type fan—enclosed motor— 
inside door for weather protection—opening 
and closing door operates motor and shutters 
are among its important features—plus other. 
you should learn about. Write for complet: 
details. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigaa 


Offices in all principal cities 












FOR 
ALL 


METALS (See ye 
SODERING 


ALLEN faa 


* Liquid * Paste + Sticks * Salts * 
ae A form for every need. 
—Send for free samples— 

Allen Fluxes are as nearly perfect as humar 
! experience can devise 


L. B. ALLEN CO., INC. 


670! Bryn Mawr Ave. Chicago, U. S. A 
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FUSES OP 


THE COLOR TELLS THE SIZE 


PACKAGED 


TO SELL! 
NEW 7 color display box . NEW 
5 unit carton... all safety top (No 
shocks —no cuts). More eye ap- 
peal—bigger demand are plus 
values that make COLOR- 
TOPS the FUSE TO SELL 
for more profits. 
CISPLAY BOX FREE 


with every 50 fuses. 
Always thru the 


MIA EC AIL 


TRICO FUSE MFG. CO. 


ILWAUKEE WISCONSIN 
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Manarch 


UYour West 
Choice for- 


“MON-0-LAG” 


RUGGED 
CONSTRUCTION 


EASIER TO RENEW 
MAXIMUM PROTECTION 


Completely approved 


FUSE COMPANY Inc. 


JAMESTOWN,NEW YORK 





LIBERTY LEADS .. .| 


... THE NEW 
PLAQUE LINE 


Sell them for 
their beauty 
.. install them 
for service! 





Model PL-12 and 
PL-13 — Sup 
plied with 10 volt 
mechanism less 
transformer. Op- 
erates through 
400 feet of an 
nunciator wire 
Mounting space 
46” long x 
7%” wide for 
Floral Design 


Here are chimes to fit the times | 


. . « new, beautiful wall decorations, 
easy to sell, a pleasure to install. 


Porcelain covers, with hand painted 
colors fired in, add distinction and 
sales appeal. Quality mechanism, plus 
pleasantly toned chime tubes, add te 
nechanism and its value. Sell them for beauty, instali 
ransformer. them for service. Write us for details 
Mounting space, on all types of LIBERTY chimes.. . 
Carriage Design prices, discounts, etc. Also other 
- 42” long by LIBERTY products . . . doorbells. 
buzzers and other signalling devices. 


Model PL-2 and 
PL-3 — Supplied 
vith 16 volt 2 coil 








The 
LIBERTY BELL MFG. 
a - 


ompnany 
MINERVA - - OHIO 


SPECIAL GUEST at the Hotpoint 
Champ’s Camp was Ralph Brown 
(left), vice-president in charge of 
sales, General Electric Supply. He is 
shown on the golf course with L. A. 
Iserman, New York district appliance 
sales manager, G.E. Supply. Forty- 
two salesmen and five distributor sales 
managers won trips to the Hotpoint 
camp on Mackinac Island. 





Conductive systems—Hulletin 412 de 
scribes Bull Dog Electric Products 
Co.’s new “LO-X” Bustribution Duct 
which is especially designed to reduce 
losses due to reactance in a.c. systems 
employing 
pacity. 


conductors of large ca 


Connectors. An 8-page loose-leaft bul 
letin, L2, released by the Kolton Elec- 
tric Mfg. Co., Newark, N. J., 
their line of lugs, connectors, fuse 
clips and associated products. 


covers 


Electric Clocks—.\ purposeful group 
of mannikins, called “Father ‘Tele 
chron’—new trade symbol for Warren 
Telechron Co., Ashland, Mass.—march 
across the cover of the Summer issue 
of the Telechronicle. This issue pic 
tures new models in the lines, gives 
sales notes and suggestions 


Electric Door Chimes—The Ameri 
cana Series and Autograph Series of 
new electric door chimes made by the 
\. E. Rittenhouse Co., Inc., Honeoye 
Falls, N. Y. are described in their 
1942 Catalogue, Volume No. 40. De 
tails are also given of transformers 
made by the company 


Plug Fuses—New carton and display 
stand for colortop plug fuses is being 
offered to dealers by the Trico Fuse 


Mfg. Co., of Milwaukee, Wis. 


Street Lighting—Jhe Hubbard Line 
Builder for April, 1941, published by 
Hubbard & Co., Pittsburgh, Pa., de 
scribes, diagrams and specifies an ad 
justable end fitting and brackets for 
street lighting installations. 


Transformers—From Chicago ‘Trans 
former Co., Chicago, comes bulletin 
No. 2 as a supplement to material al- 
ready published on potted transform- 
ers. Another new bulletin describes 
open type transformers made by the 
company. 
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YOU CAN REaLLy 


at per to 
KOXV 7 ed 


With Paragon 


\ TIME 


only $13 List 


Yes SIR . . . you can make some 
real “folding money” with Paragon 
300 Series Time Switches. And here 
is why... 

First, you have a thoroughly good 
unit... one that is rugged, durable, 
precision built and will stand up 
under hard use... one that “stays 
sold and keeps your customers sold’’. 

Second, you have a quality prod- 
uct at popular prices, just $13.00 
list. Paragon's 40 years of experi- 
ence plus a large volume of business 
makes this low price possible. 

Third, you have a liberal margin 
of profit. 

Fourth, you have a rapidly grow- 
ing demand due to the performance 
of thousands of Paragon units pre- 
viously sold and to effective national 
advertising. 

So... if you are handling Paragon 
300 Series now you can well afford 
to give them extra ‘‘sales push”. If 
you are not handling them send for 
a bulletin giving complete informa- 
tion. Numerous other types avail- 
able. “Paragon can deliver now”. 


PARAGON ELECTRIC CO. 
403 W. Van Buren St., Chicago, Ill. 


BUILDERS OF 


CONTROL INSTRUMENTS 


SINCE 1905 




























SOLDERLESS CONNECTORS 


acked 


FUSES 


This fuse line has a future. 

The  powder-packed 

element is not interchange- 

able with ordinary ‘‘bare- 
link’ types. 

@ You get all the repeat 
business. 

e@All price competition 
is eliminated. 

@ Customers get ““THREE 
TIMES THE SERVICE" 
because each element 
is custom-built. 

eTRICO'S “Thru the 
Wholesaler" policy 
protects your profits. 


SELL TRICO 


bi iieeRit)) at lichieeme iivg-1] 4-1-m . ate 


in Canada: IRVING SMITH LIMITED, Montreal 


iL SCO 








HAVE YOU TRIED 
The New Ilsco Lugs? 


BUILT FOR OVERLOADS! 


The new design—as passed 
by the Underwriters’ Labo- 
ratories May 1, 1940. 








MAIL 


COUPON 
SEND ME new Catalog & Sample! TODAY 


GENTLEMEN: 


Name . 


Firm 


Address 





Ge SD ROERe cccas cat edcievcocseseesenveenee ° 


ILSCO COPPER TUBE 


AND PRODUCTS, inc. 


5629 MADISON ROAD -—--— CIN.O. 
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